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smartly designed unit with mystery table action . .. carved Humorous... appealing, with mystery table action and For Wamsutta Supercale Sheets —a lovely setting witt 
figure painted to match popular A B C fabric design. full relief figures featuring Interwoven Hi-Lo Short Socks. carved floral wreath, delicately tinted and carved table 
and figure. 
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wear. 


For Talon—Full relief carved figures... 
carved fire-truck... humorous - colorful. Min-Events are third dimension demonstra- 
tions . . . that tell a story quickly—get 
more attention—more interest. 
Make your reservations now for spring 
showingse .« «+ No cost except incoming 
transportation charges. 
MIN-EVENTS ARE COMPACT, LIGHT IN WEIGHT 
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For Schick Dry Shaver — with giant 
carved razor — plywood figures ...a 
dramatic interpretation of clinic report. 
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Full relief figures carved in authentic Palm 
tor Hickok 1940... Mystery table action with full relief Beach styles. Set of three in assorted finishes Mystery table action—color—h interest appe 
figures .. . colorful .. . high attention valve. for $5.00. featuring the perfect safety of using Ivory Flak: 
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Swing into spring with new display ideas, and new effects made possible 
with these fresh Display Sets and timely materials. 


@ Easter Bunny Scroll — inexpensive, easily installed decorative unit that adds 
color and holiday spirit to any window. Price per set, $3.45. 

@ Scotty Dog Set — has many possibilities for bringing warm friendly spring 
atmosphere to your displays. Price per set, $3.45. 

e@ Corrodek — a completely new, improved corrugated, free from the usual 
machine markings, and supplied in a full range of spring colors, in 30”, 48”, 
60” and 72” widths. $2.50 (100 square feet). 

@ Tone-Craft —a semi-rigid material for pedestals, backgrounds and floor- 
ing. Corrugations concealed by two-tone surface material, beautiful for tex- 
ture and color depth. Per roll 40” x 30’ — $3.25. 

e@ Design-Craft — printed or processed on Tone-Craft in unusual designs — 
Stonewall, roll size 40” x 30’ (illustrated) and Chestnut Fence, roll size 
60” x 20’. Price per roll, $4.95. 

@ White Picket Fence — die-cut from white Tone-Craft, this material has a 
wide range of uses, provides interesting 3-dimensional effects. 20” x 20’ — 
$2.50. 


Write for new Spring Catalog — 140. Attention Dept. D-2 
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“As display, both interior and window, not only 
lends itself readily to the presentation of glamour 
and drama, but also is the first medium which the 
store has to greet the would-be customer's eye, it 
becomes of primary importance in modern retail- 
ing. The store that would be successful in 1940 
must present its story to the public through display 
that is dramatic in its imaginative appeal and 
glamorous in its pleasure-giving beauty and style 
of presentation."—Wallace C. Speers, vice-presi- 
dent, James McCutcheon & Co., New York City. 












OUR NEXT ISSUE 


In the March 15 issue will be presented an out- 
standing series of displays by Laszlo Gabor, display 
director, Kaufman Department Stores, Pittsburgh, 
based on an especially appropriate theme in these 
troubled times: "Red, White, and Blue!'’ The sum- 
mery nature of the dramatic windows make them 
especially suggestive of display treatments for a 
little later in the year. . . . Want to know the pet 
hobby of the display director of the largest depart- 
ment store in the world? Watch for Tony Brinker's 
"Display Parade" portrait next month. ... And the 
latest from New York City, Los Angeles, Chicago, 
and other points of interest. 





THE COVER 


This month the cover illustration is of a 
lovely Easter bridal display, notable for its 
simplicity and strong contrast. The window 
is the work of H. L. Kaufman, C. H. Yeager 
Company, Akron. The full attention of the 
passerby is caught by the beauty of the set- 
ting, and the nature of the window makes it 
impossible for interest to be concentrated 


other than on the central figure. 
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Gay Color Reigns Supreme 
In New York Displays 


By KATHLEEN RIVERS 
Worsinger Window Service, New York City 


role in this transition period of winter into 
spring, and paint is slapped on with a 
lavish and inspired brush. 

The personal note was injected into fou 
lovely giftware windows at Ovington’s, 
where Display Director Albert Jennings pre 
sented, as the dominant feature of each, thi 
“Portrait of a Lady” who surrounds herseli 


Poets may sing of the first robin or the rampant color, for even at this early stage 
brave little crocus spearing its way through the dun shades of winter have been com- 
the snow ... but in reality it is the window pletely dispersed by the rainbow blend of 
displays along the much-traveled shopping — fresh new merchandise. Gray with color 
lanes that sound the first early notes in the any color so long as it’s bright... navy 
prelude to spring. More nostalgic that the with Kelly green, cherry red, or the = in- 
tune of a hurdy-gurdy is the first glimpse of | evitable whipped cream white ... color with with the possessions befitting her individual 
a navy suit with a froth of white, and a neutrals . . . gleaming patent to set them design for living—these of course selected 
little flowered hat arouses more emotion — off—so runs the fashion forecast, dramati- at Ovington’s. 
in the feminine heart than all of nature’s cally reflected in display settings. Decora- For the “Portrait of a Lady as romantic 
prophetic signs of a new season. tive papers, especially the wide stunning as the strains of the Blue Danube—and as 


If present windows are a true mirror to — stripes and gay patterned wallpapers are feminine as a leaf from Godey’s Lady's 


coming weeks, this will be a spring of noted everywhere, flowers play an important Book,” a particularly lovely design of pastel 
Howers on shell pink paper was used as the 
background for the figure in period gown ot 
soft green. Cleverly contrived brushes of 
brown stained wood, silver base metal and 
paper were caught up in a swag of silver 
threaded ivory lace which swept onto circu 
lar platforms finished in rose pink to match 
the wall background. The window heading 
was lettered—each letter in a different color 

on a palette of unfinished plywood, with 
the body of the text in a solid wine color 

Tying in with the Nassau window settings 
at Altman's, Frank Sauter, in charge of in 
terior display, created colorful atmospheri 
ledge trims throughout the main floor—pic 
tured on this page. An interesting brush 
stroke technique adds to the charm of the 
setting which reflects the architecture and 
sun-drenched color of the Bahamas. The 





oval wood base is painted a soft aqua blue 
with wavelike streaks of deeper blue and 


—Upper left, by Albert Jennings, Ovington's. 
. . . Above, a Nassau ledge setting by Frank 
Sauter, in charge of interior display for B. Alt- 
man's. . . . Left, by Louis Villela, Altman's. 
...+ (All photographs by courtesy of Worsinger 
Window Service, New York City) — 
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—Top, by Irving Eldredge, R. H. Macy & Co. 
. . . Center, by Tom Lee, Bonwit Teller. . 
Below, by L. E. Vollmer, Franklin Simon's— 


white. Spanning the base are two wood and 
plaster arches with decorative plaster cor- 
nice trim—these finished in a soft coral 
pink and smeared in drybrush effect in a 
mixture of grayish brown, blue, and white. 

Between the arches is a slanting corner 
section of an island rooftop in coral painted 
wood with curved wooden tiles several 
shades deeper, also using the brush stroke 
treatment to produce a weather-worn effect. 
Light is diffused through a square cut-out 
in the roof, from which also rises a weather- 
vane on a long gray and coral streaked pole 
and a similarly finished oval head topped 
by a gray straw hat. 

Definitely promoting Nassau as the set- 
ting for colorful resort wear, Display Di- 
rector Louis Villela devoted eight Altman 
windows to the gay round of events at this 
tropical playground—from the landing of 
the Clipper to dancing in moonlit patios. 

“Nassau goes to the races, very gala, very 
festive in the parakeet brilliance of exotic 
prints, in the carnival gayety of hot south- 
ern pastels” runs the card copy in the win- 
dow seen at the lower left on page 4, where 
the setting is carried out as a stable pad- 
dock with well-groomed mannequins con- 
tributing to the swank “horsey” atmosphere. 

The “horse” is actually nothing but a 
chestnut plaster head blanketed in plaid and 
ingeniously mounted on a black panel set a 
few inches back of the cut-out window, giv- 
ing the impression that the body is swal- 
lowed up in the darkened interior. The 
stable facade is of wide boards painted 
white with realistic wood grain painted on 
in color. 

The first birds of spring and the first navy 
fashions shared the spotlight at Macy's, 
where Display Director Irving Eldredge cre- 
ated three delightful settings using original 
bird drawings from Macy’s eighth floor gal 
leries. (First photograph on this page.) 

Hand-colored in tones ot blue and green 
on parchment background, the prints were 
tacked to gilded ceiling-high panels framed 
in gilt moulding; variety was achieved in 
the arrangement of the panels by staggering 
them from the left rear to the right fore- 
ground and the mannequins were corre- 
spondingly posed. Seven prints were used 
for each of the four panels, making a total 
of twenty-eight different bird Species which 
drew almost as much comment as the cos 
tumes and presumably sold nearly as well. 

Soit blue-green lighting diffused over the 
neutral gray backwall repeated the dominat- 
ing color notes in the bird sketches and 
cast a springlike radiance over the setting. 
The showcard, headlined in navy, carried the 
text, “Navy is Right—And as refreshing as 
the first birds of Spring when picked up 
with white...” 

Flowers break into print at Bonwit 
Teller, where Tom Lee, director of display, 
launched a double stretch of flower print 
fashions in a tie-up with the delightful book, 
“Fun With Flowers’—whimsically subtitled, 
“How to arrange yourself and your flowers.” 
With all the windows of the 56th street 
stretch showing mannequins framed in huge 
boxes of realistic flowers surrounded with 
[Continued on page 49] 
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Alongs State Street 


By KENDALL HULL 
Fred Kuehn, Photographers, Chicago 


Of course it won't be the “Stars and 
Stripes Forever” in Chicago's perpetually 
shifting fashion scene, but they're certainly 
the thing during the month of February. 
Americana has swept onto the stage in a 
burst of red, white, and blue ... stars are 
twinkling in every other window ... manne 
quins are up to their chins in brass buttons, 
epaulets and frogs. State street is looking 
as military as a West Point parade. 

Motifs are many and widespread. There's 
the father-of-our-coutry angle... the Yan 
kee preference with silhouettes of Abraham 
Lincoln in the background . . . recognition 
of the Confederate side as box office lines 
grow increasingly longer before two houses 
showing “Gone With The Wind.” And then 
there is today’s All-American theme which 
has picked up velocity as each leaf has been 
torn from the 1939-40 calendar. 





The approach of Valentine’s day kept a 
good many of the displays on the lacy side 


during the early part of February, but most 
of these windows were still “in the red.” 
So it has been a stirring, silent pageant 
paying tribute to the colors of “Old Glory.” 

Commanding no little attention is a series 
of fashion exhibits arranged by J. W. Camp- 
bell, Carson Pirie Scott & Co., built round 
the topic, “American Blues.” (Not  illus- 
trated.) Identical background treatments 
feature embossed gold-foil eagles perched 
upon white ball-handled  sceptres, poised 
against draped taffeta drops—white with red 
center panels set off by 3-inch streamers of 
blue satin. Based upon the “Americana 
issue” of Vogue magazine, a copy of which 
occupies a prominent spot on the floor of 
the window, a dramatization of navy blue 
shoes is given a lift with three circular 
table display standards resembling drums. 
Heads are covered with red felt, and an 
illusion of sides is achieved by trianglar ar- 
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rangements of white cord and hanging gilt 
E tassels. Hand lettering in dark blue on a 
§ white and gold scroll reads, “Navy is your 
| Wiiteecesenscscsacasestecates caceaeseooocoeee shoe color to wear with your American 
Blues.” Echoing the drum theme are small 
cosmetic boxes, and an assortment of gloves, 
purses and costume jewelry carries out the 

national color scheme. 

Sears Roebuck & Co. sponsors a “Call to 
the Colors” in an arresting fashion window, 
plays up navy with “Patriot red and white.” 
Two red-hatted, navy-clad mannequins are 
framed in a shadow box, constructed of 
composition board, the inside of which is 
striped with 6-inch strips of red, white, and 
blue cardboard. Background of the picture 
is soft gray blue, flooded at one side with a 
gleam of red light, on the other with blue, 
with a white baby spot playing upon the 


—Above, by A. C. Poirier, Lane Bryant, Inc. 
... At left, by J. W. Campbell, Carson Pirie 
Scott & Co. ... (All photographs by courtesy 
of Fred Kuehn, Photographers, Chicago)— 
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—Right, by R. R. Jericho, The Boston Store. 
. .. Center, by J. W. Campbell. . . . Below, by 
Raymond Bianchi, Goldblatt's— 


center of the scene. Embossed gold paper 
stars scattered throughout the window and 
clusters of red cherries, reminiscent of the 
hatchet incident, repeat the patriot theme. 
This window is not pictured. 

More Americana at Lane Bryant's as seen 
in the first illustration. A. C. Poirier 
splashes six-pointed metallic stars in an all- 
over bas-relief pattern upon twin back panels 
of quilted material. In one window there 
is a white upholstered button-back chair for 
interest, in the companion unit a papier 
mache dog with a satin ribbon tied ‘round 
his neck. Placards read, “Fashions with a 
national accent 
One mannequin kneels upon a circular plat- 
form, a second upon the floor, holding the 
jacket to her dark costume over her arm. 
Tailored street outfits are displayed on 
standard hangers. 


native or naturalized.” 


A Tyrolean theme was effectively carried 
out by J. W. Campbell during January in 
one of eight different displays of white 
goods. <A three-paneled screen, covered with 
“wood grained” paper was gaily illumined 
with painted floral patterns, btrds, and fans. 
In the center panel a cut-out peasant girl 
was backed by ball-fringed shelves for dis- 
play of neatly stacked linens. Additional 
piles of sheets and pillow cases, an over- 
turned butter tub and a stand-up plaque 
announcing “Fashion Conscious Closets 
Come to the January Sale” completed the 
picture. The window exhibit is shown in 
the second illustration. 

Done in the romantic mood was a recent 
hat and accessory portrayal by R. R. Jericho, 
the Boston Store. A card placed front and 
center heralded the “Call to Navy,” and hats, 
purses, gloves, and scarfs were predomi- 
nantly dark blue. Outline and solid hearts 
of scarlet composition board were united 
by matching ribbon streamers, cleverly dec- 
orated by crisp white kerchiefs twisted to- 
gether to form a leafy design. Merchandise 
was displayed on white platforms, columns 
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and half-columns for variety. The window 
is pictured at the top of this page. 

Carson's semi-annual sale in the Baby 
Shop inspired Director Campbell to drape 
a doorway with shirred tulle, and to center 
two curly paper lambs on paper grass plots 
\ net-skirted bassinet, 
an upholstered high chair, and a gaily dee- 


over an infant's crib. 


orated nursery cabinet are important pieces 
of furniture, and there is a pink and white 
and blue profusion of blankets, pillows, bibs, 
and bonnets. The window its pictured. 
Display Director Raymond Bianchi, Gold- 
blatt’s, turned in an effective performance 
recently when he presented the “weather” 
tableau pictured on this page. Using a 
composition board proscenium panel he 
placed colorful relief designs, representing 
leaves and points of the compass, on either 
side of a circular cutout, large enough to 
permit a view of two mannequins in South 
ern wear. Unusual scenic pieces were huge 
curled paper leaves with scalloped edges 
and a saucy paper weathercock with plumage 
to upset any peacock. A section of white 
picket fence at the right and a poster “fore- 
casting thrilling frocks” completed the set. 
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"Gone With The Wind” Tie-In 
Builds Business and brestige 


By HELEN WEIGEL BROWN, 
Los Angeles 


It has been only a few short weeks since 
With The Wind” 


five cities, but in that time we 
just 


“(sone was released in 


have seen 


indication of how widely retail 


stores will make promotional hook-ups with 


some 


what is probably the most talked about mo 
tion picture yet to be issued. The sensation 
which the book 
ago, the long delay in producing the picture, 
the difficulty in casting the part of Scarlett 
O'Hara 
the debut of the film of engrossing interest; 


created some three years 


everything has conspired to make 


associated events, such as merchandising 


promotions with a “Gone With The Wind” 


angle, naturally participate in the glamour 
surrounding the picture. 

\nd all this, it must be kept in mind, with 
only a few cities presenting the film at the 


! It seems a very safe predic 


that With The Wind” 


present time 


tion, indeed, “Gone 


tie-ins in the retail field will be very preva- 
lent during 1940. 
passing that this only exemplifies a praise- 
that of build- 
presentations 
which cus- 


It might be mentioned in 


worthy trend in display, also 
ing window and _— interior 
around current happenings in 
tomers are particularly interested. 
Most of the GWTW tie-ins so far 


been confined to such merchandise as gowns 


have 


—J. Roy Stewart devoted twenty-five principal 
windows to a “Gone With The Wind" tie-in 
recently, eight of the displays being shown 
here and on the opposite page. Furniture 
actually used in the motion picture was used 
in many of the windows. The store's sales of 
Victorian and American Empire merchandise 
bounded upward during the week these set- 
tings were on view. Careful attention to de- 
tail was necessary in order to insure the av- 
thenticity of the displays in every way— 





wh'ch have been given a styling reminiscent 
of the days of 1861 or thereabouts. It re 
mained for J. Roy Stewart, display director 
Barker Brothers, Los Angeles, to devise a 
complete furniture display presentation 
which is, so far as the writer knows, the first 
to be based on the picture. Eight of th 
displays are shown on these two 
pages; and note that although “lovely” in 
appearance, the displays had plenty of sell 
ing punch as well. 

The windows definitely “triple- 
threat.” First, they created prestige for the 
store; second, they sold merchandise; third, 
they “filled in” with great promotional 
value during an ordinarily dull period. 

Here, in brief, is the story: “Gone With 
The Wind” for one week became the theme 
of twenty-five dramatic, crowd-attracting 
windows at Barker’s—and GWTW promoted 


lovely 


were 


























brisker selling of Victorian and American 
Empire style furnishings than this store had 
enjoyed in many a day. 

As mentioned above, Stewart was directly 
responsible for this fine series which was 
timed very with the 
opening of the picture in Los Angeles—and 


carefully to coincide 
which from a merchandise angle was even 
more strategically timed; the windows were 
unveiled during the week after Christmas in 
that 
tween gift-buying and clearance 
Windows at that particular time of 
the vear are, as a general rule, at their low 


usually pretty “stagnant” period be- 


sale sCa- 


Sons. 


interest, so that a promotion of 
valuable to the 


est ebb in 
this sort was doubly 

Twenty-five of Barker Brothers’ most im- 
portant windows, facing on three different 
streets, were included in this presentation, 
featured everything from Aunt 
to typically Victorian 


store 


and they 


Pittipat’s” bedroom 


and French accessories—china, glass, linens, 


silver, pictures, and such, in the manner of 
the pre-war deep South. 

A number of these settings were made up 
of the actual furniture used in the 
of the picture, obtained direct from the 
Hollywood studio, but many of the settings 
were copies of those shown in the motion 


filming 


picture and involved the use of the store’s 
own merchandise. 
Actual figures show that more of this type 


ot home furnishings were sold during the 


—In most of these "Gone With The Wind" 
displays, Stewart copied faithfully the complete 
room settings. In cases where this was not 
advisable, as in the window illustrated at the 
upper right, atmosphere was added in a simple 
and very effective way—the sweep of stair- 
rail, for instance, was painted orn the wall 
board background and through this one touch 
the entire window was made an integral part 
of the series. Show cards were in the form 
of scrolls bearing th title of the picture and 
a brief description of the room shown— 


one week period than had been sold in any 


previous week for many months. 

\n examination of the 
that 
dise Was 


photographs will 


show where the store’s own merchan- 


used in entirety for a window, a 
special painted background was made, de- 
picting detail of the 
Southern mansions of the period. 


some architectural 

Interior displays also played an important 
part in this special showing. On the firm’s 
living room, dining room, and bedroom fur- 
niture floors there were settings which tied 
in with the theme of the windows, and which 
contributed their share to this special pro- 
motion. 

It will be noticed that atmospheric treat- 
ment was kept very simple for those win 
dows in which complete room settings were 
not shown. For example, the display of 
silver in the window pictured at the upper 
left on the opposite page has a brief swirl 


of stair-rail painted on the wall board back 
ground, topped with an ornate candelabra. 
table- 
right 


The same 1s true of the showing of 


ware in the display seen at the uppet 
Keach 
form of an “aged” scroll 


“Gone With The Wind 


tashion fot 


on this page window bore a show 
card done in the 
\ typical one read: 

Sitting room in the height of 
\nothet 


actually 


this post-war period.” “From the 


living room ot Tara as shown in 
the picture.” 

Every detail of each window was carried 
accordance with the fashions 
The War 
States and the Reconstruction period which 
followed. It was this fidelity 


accounted for much of the 


out in full 
prevalent during Between the 
which prob- 
ably displays’ 
charm. 

It is one thing to play up a popular motion 
picture and book of the day for the sake of 
store prestige, but it should be remembered 
that it 1s 
piece of business to make that 


quite another and even more 


astute pres 
tige promotion an equally outstanding sales 
Brothers did 
\nd, if a 
play on titles will be forgiven, the business 


With 


“gone 


promotion project, as Barker 


so successtully in this instance. 


brought into the store during “Gone 


The Wind” 


wind” in a 


week will definitely not be 
literal 
addition of 


with the sense, but will 


mean the many 


Barker 


unquestionably 


new and permanent customers for 


Brothers. 























Displays 


This year Easter falls on March 24, which makes it neces 
sary to plan tie-in and follow-up displays earlier than usual 
Here are suggestions for both types, for a varied line of 
merchandise. Each window represents the work of a differ- 
ent displayman and each received unusually good response 

Left column, top, a charming Easter bride display by Leo 
W. Walton, The New York Store, Moline, Ill. Background, 
light tan. The suggestion of a stained glass window had a 
blue background with lights in the center recess. 

Next, a bridesmaid window—this time by Sam _ Love, 
Brooks, Washington, assisted by L. Gerahty. Real stained 
glass in the background, lighted from the rear, gave a color- 
ful effect. 

Third, an advance into the post-Easter season with a win- 
dow by Del Heizer, Mabley & Carew, Cincinnati. Pastels 
figured prominently in the decoration, accented by the green 
of the ivy. 

Purely of a religious nature was the last display in this 
column, by Charles H. Tenney, Dalton’s, Baton Rouge. Five 
windows had background blow-ups in natural colors of the 
five principal churches of the city, flanked by panels in the 
form of Gothic church windows. 

At the upper right on page 10 is a shoe display by Ray 
Larson, T. S. Martin Company, Sioux City, in which he 
makes clever use of garden implements. 

Below, on the same page, is a novel presentation of lin- 
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in your step: 


beview 


gerie, by Clarence H. Engle, Gilmore Brothers, Kalamazoo, 
Mich. The use of flower garlands and a tulle swing for the 
one figure gives the setting the appearance of a pastoral scene 
from ancient Greece. 

Simple in construction and arrangement, yet very effective, 
was the “Turt Club” display for Stetson hats, by Eugene 
Turner, Zachry’s, Atlanta. The saddle, a natural wood panel, 
and the wooden fence were the only props used. 

“Hickok Pays Double” reads the copy in the next window 

and this display really paid Lester Greenberg, Brooks’, Los 
\ngeles, for it won first prize and $250 in the recent display 
contest sponsored by Hickok, Ine. 

Continuing with seasonal men’s wear windows, in the right 
column, at the top, we find a display by Carl V. Haecker, 
Montgomery Ward & Co., Chicago—a prize winner at the 
New York City convention of the I. A. D. M. last year. 

This is followed by an attractive display of shoes for 
spring, by Armand C. Raining, Boyd's, St. Louis 

Jext is a “Swing into Spring” setting by Hugh C. Mc- 
Williams, Hutchins Brothers, San Antonio. The monkey 
swinging on the rope vine was made of bristle brushes. Mo 
tion was furnished by small electric motors, one being suffi 
cient to keep action going in three windows at the same time. 

Finally, a fine formal wear display for Easter, by J. C. 
Nichols, for John Wanamaker-Philadelphia, Philadelphia. 
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In Los Angeles Windows 


By HERB CROSS 


"Dick" Whittington, Photographers, Los Angeles 


With 
climate, varied topography, and the Pacific 
their 


such natural resources as a Warm 


ocean at constant disposal, everyon: 


“plays” in Southern California—at Del 
Monte . at Santa Barbara... at Arrow- 
head at Palm Springs. 

The Los Angeles display scene has taken 


inspiration from these various resorts. Palm 


Springs, the spot where the word “worry” 


does not exist, contributes a great share 


of its gaiety and beauty to the window pres 
entations. The grandeur of this resort 


the patios and gardens ... the sand dunes 
and the yucca the dinner parties and 
the theatre and that never-go-to-bed 


feeling, all have had an influence in’ Los 
Angeles display make-up and design. 

That hot headed Spanish color team, Red 
and Yellow, is now brightening up the win- 
dows of the J. W. Robinson Company, in a 
smart tie-up with Vogue magazine. In the 
first photograph below the figure is comfort- 
ably attired in plaid while on her head rests 
bonnet. On the back- 


an attractive sailor 


a cardboard semi-circle 


California. On 


ground is attached 
of sunbeams, significant of 
this cut-out sun are various items which help 
\ bright red 
ukulele, which suggests leisure, is suspended 


carry out the Spanish motif. 


with a cluster of minia 


white 


on the background, 


ture oranges an a spray of orange 


blossoms emerging from the uke. From this 
Pettit, display 
a yellow satin ribbon hung to carry the eye 


point, Harvey manager, has 


down to the accessories below. The acces- 


sories include gloves, perfume, belts, and a 


flowered casual handbag. A double page 


spread from Vogue, relating to the red and 





color combination, lies nearby. 
David Buckley has inspired 
again! This time by a book of symbolical 
drawings “About People,” by William Steig. 
The windows (two of which are shown here) 
embellished the front of Saks-Fifth 
\venue, Beverly Hills, to such a degree that 
even the society columns of a Los Angeles 


vellow 


James been 


store 


newspaper carried an article about them. In 
each window was a cartoon and caption torn 


from the pages of Steig’s book. One must 
first read these accompanying captions be- 
fore understanding the displays. The cap- 


windows 
of an incident that probably did 
An armored knight stands with 
point head of a 
dragon, 
knighthood 


tion of one of the 
“Memory 


not occur.” 


pictured is 


against the 
true to the ancient ac- 
glory. On his 
the warrior supports a modern Layde Fayre 
attired 
the girl 


his sword 
wooden 
counts of arm 
in evening clothes. In her dreams, 
faints while the hero 
staves off the monster and rescues her. This 
window was brightly illuminated and com- 
plete, handkerchief which the 
knight might carry to victory as his gage in 
battle. A copy of Steig’s book appeared in 


every 


iron-clad 


even to a 


window. 
In the next window, inspired by the “Com- 


—Lower left, by Harvey Pettit, J. W. Robin- 
son Company, featuring red-and-yellow. 

You'll have to read the explanatory copy 
above to appreciate to the full the two dis- 
plays by James David Buckley, Saks-Fifth Ave- 
nue, Beverly Hills; these windows got a write-up 
in the society columns of a Los Angeles paper. 
. . « (All photographs by courtesy of "Dick" 
Whittington, Photographers, Los Angeles)— 





pelling Personality” of the girl in the dis 
play, a young topper through tl 
glass to offer a The 
cardboard-mounted life size photo-enlarg: 
ment, and most of him is pasted on the street 
An arm and | 
are suspended inside, where he has “broke 
through. Safety glass, cleverly chipped an 
hanging, makes the scene very genuine. 

The windows just reviewed are two of thi 
nine clever Buckley Othe 
Saks displays in the were 
“Father's Angry Eye” 
rung up, glaring at daughter's 
expensive furs. . woman standing 
before bent mirror with aghast expression 
“Man Possessed”... hands with hedge clip 
pers cutting feathers off m'lady’s hat. 

The display seen at the top of the next 
page is from a prominent store whose pub 
licity policy is to remain annonymous. Thx 
theme of 


crashes 


bouquet. man is 


side of the window glass. 


presentations. 
same series 
a cash registe! 
with an eye 
“Scare” .. 


others in the 
Sunkist 
Sunkist 


this window and of 
saine series is centered around the 
fruits of California. It 
rayons for resort wardrobes 


presents 
. Clean, flat 
Cali 
A mannequin at one side 


tering shades snatched directly from 
fornia’s sunshine. 
of the display, dressed in hacienda 
crepe, shows what can be accomplished with 
the bolts of material that are draped decora 
tively The feature of this and th 
other windows in the series is a circular 
green wire bent 
hoops to be used for supporting the various 
Sunkist fruits. 
fruit are used, 
leaves to add 
wire frame in this window, while a box ot 


rayon 


nearby. 


frame on which are small 
and grape 
metallic paper 
Oranges decorate the 


Oranges, lemons, 
with green 


color. 
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—At right, from a famous store whose policy 
prevents its identification here. . . . Center, a 
tie-in with the film "Geronimo," by Coulter 
Dry Goods Company, John Cooke, display di- 
rector. . . . Below, a beautiful Palm Springs 
setting transplanted to the windows of the 
downtown May Company store, Carl Ahlroth, 
display director. Three planes of cutouts were 
used; the realism of the scene was exceptional. 


the fruit les at one side, as do the acces- 
sories for the outfit. These windows are 
brightly illuminated. 

The display department of Coulter's has 
brought back to life one of memory’s pic- 
tures. On September 5, 1886, Geronimo, the 
notorious Apache, was captured by the 
Union soldiers of Fort Grant, Arizona. It 
so happens that the day the story of the cap- 
ture was recorded on page one of a Los 
\ngeles newspaper, Coulter's had an ad- 
vertisement on the same page. John Cooke, 
display head at the store, took advantage of 
this series of events and designed a very 
interesting and timely window presentation 
built around the incident. 

The material used in the making of the 
costumes that appeared in the motion pic 
ture “Geronimo,” were especially prepared 
by Coulter's. Since the release of the film, 
a few of these costumes were made available 
to Cooke and appear here. (Second photo- 
graph on this page.) Two mannequins, one 
attired in woolen, the other in a net gown of 
that period, stand at either side. A Union 
soldier and a lass dressed in organdy stand 
in the rear before a detailed map of New 
Mexico and Arizona, where Geronimo had 


his greatest activities. The regimental flag 
of Fort Grant and an American flag stand 
close-by. At the soldier's feet le guns and 


a sabre of that time. In the foreground is 
a copy of the original newspaper that told 
of Geronimo’s capture and contained the 
Coulter ad. 

The window pictured at the bottom of this 
page is one of the radiant resort windows 
shown at the downtown May Company. 
Carl W. Ahlroth brought Palm Springs to 
his store, even to the particular species of 
Nolena yucca and desert cacti peculiar to 
this area. A mannequin dressed in “heaven 
pink blue” stands looking toward the scene 
on the background, which is the feature of 
the presentation. The skillful execution of 
a three dimensional effect shows two huge 
murals placed one behind the other, with a 
third mural of cut-out cardboard at the 
front. These rose-colored murals depict the 
mountains of San Jacinto and the desert 
sands, whose combined beauty have aided in 
making this resort outstanding. A bank of 
clouds hovering over this entire scene com- 
pletes the perspective scheme. 

The illumination of this window was at 
a low key, which made it all the more inter- 
esting. In order to give a conception of 
nightfall, not a white light was used. The 
strongest source of light came trom colored 
reflector spotlights, which etched deep 
shadows upon the face of the figure and 
brightened up the sky from their hiding 
place behind a mural set-back. The use of 
fluorescent lighting is becoming more and 
more apparent in the displays of Los Ange- 
les and Hollywood, and Ahlroth used_ it 
here to mellow any strong highlights and 
to give any general illumination which was 


necessary. 
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New Backgrounds For Sales 


designers are daring 
and unconventional. Ask them to follow a 
time-worn trend and they will defy such pre- 
cepts by blazing new trails, upsetting apple 
reversing tradition. Everything 
challenge to the 


Today's industrial 


carts and 


is an exciting modern 
minded designer, and his search for original 
expression usually has far-reaching influ- 


ence. This is especially true in the field of 
interior design and display because the de- 
sire to “do something different” finds ready 
acceptance. 

Raymond Loewy, in his design work for 
the W. T. Grant Company, has dramatically 
expressed new and original ideas in the unit 
recently added to the at Buffalo, 
N. Y. We that is 
entirely new in the field of the chain variety 
merchandise. 


company 
find a sales approach 


store with its mass-appeal 

For the first time the public is treated to 

something vitally different. 
The and interior 


building is simple and restrained, with 


exterior design of the 
new 
all attention focused on merchandise display 
Effects are combined in such a way as to 
integrated and color- 


acts as a foil for the 


provide a beautifully 

that 

merchandise itself. 
The most interesting thing about the new 


ful background 


store is the way in which it interprets the 


“Selling the Customer 


theory of from the 
Street.” 


portant corner location, and full advantag 


The new building occupies an im 


is taken of the possibility of attracting cus 
tomer traffe by making a novel departure 


from traditional window 


The 


window 


display practice. 


accepted theory of the conventional 
with its periodic and sea 
coupled 
the back 


window 


display 
sonal changes in merchandise is 
with a new experimental principle : 
wall (or screen) of the center show 
has been eliminated so that the prospective 


customer can view clearly the interior of the 


By VIVIAN VORSANGER 
Raymond Loewy, New York City 


store itself, with the typical chain store mass 
buying animation furnished by the customers 
A barrier between the potential 
store’s merchandise has 
thus been removed. Her latent buying mood 
is given fresh impulse through visual con- 


in action. 
customer and the 


tagion. 

The design of this unusual 
window takes the form of a 
clear glass. It is flanked on either side by 
the traditional type of shop window, which 
means of 


center show 


semi-circle of 


has been given novel interest by 
animated display features. 

One of the most striking display and mer- 
chandising featurés of the new store is the 
“streamlined” counter which is encircled by 


Its dynamic lines an 
flowing contours follow the semi-circula 
curve of the display window itself. It 

clearly visible from Main street and it con 
bines, in a single unit, the dual features « 


the central window. 


an interior merchandise display counter wit 
that of a specially designed window display 
Faced entirely with Formica in tones o 
gray, black, and coral—brilliantly illumi 
nated and provided with attractive promo 
tional merchandise—this counter has appeal 
ing beauty and psychological sales value 
It is a decidedly new and exciting idea—a: 
original conception and contribution to mass 
merchandising. The customer is actually 
“sold from the street ;” it is a modern inter 


pretation of the “arcade.” 

The ideas expressed in the exterior of this 
smart new retail establishment are carried 
through to the interior, 
provides such luxury notes as: (1) an indi- 
and personalized shop for selling 
dresses, (2) a Millinery Bar, (3) a Pet Shop, 
(4) an appealing Lunch and Snack Bar, and 
(5) a Ladies’ Lounge and powder room. 


and the designer 


vidual 


The general interior effect is one of sim 
plicity, gaiety, and spaciousness, with all 
dramatic interest centered on the display ot 
merchandise. The treatment is soit 
and makes use of tones such as light coral 


tinted walls, contrasted with deep coral For 


color 


mica wainscotting; basswood veneer as a 


—Raymond Loewy, in designing the new Grant 
store, made a departure from traditional dis- 
play practice for the variety store. The back 
wall of the principal display window has been 
eliminated and the shopper views clearly the 
interior of the store itself. A feature of the 
window is the streamlined counter faced with 
Formica in tones of gray, black, and coral... . 
A mural in three dimensional effect adds a 
charming note to the display of tropical fish— 
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foil for light gray; gray Formica high- 
lighted with satin finish aluminum. The 
ceiling colors are off-white and light gray. 
Flooring is of Terrazza in coral-beige inlaid 
with white bronze strips and accented with 
a border of red levanto. 

While background colors have been kept 
simple, so as not to distract attention from 
the merchandise, any feeling of monotony 
is relieved by contrasting color effects and 
the brilliant display of merchandise. 

A new note appears in the design of the 
display niches, which have been treated 
as oversized “picture frames.” Recessed, 
brightly lighted by concealed illumination, 
and painted gray and white in a gay, mod- 
ern manner, they identify the various de- 
partments and give to the merchandise a 
three-dimensional quality. 

A new material—fluorescent plastic—has 
been used for interior signs, such as “Base- 
ment” —“Ladies Lounge’—‘‘Pet Shop,” ete. 
Cut out of this new synthetic, the letters 
project about 3 inches from the background 
and are edge-lighted in such a way that they 
pick up and distribute the light. Letters 
are of deep coral fluorescent plastic and 
are set against a background of blue and 
white. . 

The idea of the “individual shop” has been 
translated to the lower priced field of the 5c 
to $1 variety store, and we find a separate 
and exclusive for the display and 
sale of dresses. The department is so located 
as to take full advantage of natural daylight. 
A large plate glass screen, soft blue and 
coral tones, venetian blinds, and the like add 
to its attractiveness. <A beauty, 
luxury, and exclusiveness prevails and one 


section 


sense of 


notes such ideas as special display racks, 
spot-lighted mannequin displays, and com- 
fortable fitting rooms. The customer who 
has but $1 or $1.98 to spend for a dress is 
given a feeling of importance that to date 
usually has been reserved for the Fifth ave- 
nue customer with at least $49.50 in her 
pocketbook. 

The Flower Shop is unusual. 
collection of artificial flowers 
sale has a_ three-dimensional 


The large 
offered for 
garden as a 
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—Loewy believes in centering shopper interest 
through the dramatic display of merchandise. 
The treatment of the handkerchief department 
involves the "lyrical arrangement" of a series 
of bentwood forms on the wall. Against this 
background, colorful merchandise creates ab- 
stract effects... . In the millinery department, 
the display niches are treated as over-sized 
“picture frames." In keeping with the 
interior of the store is the limestone facade of 
the Grant store. The free-standing letters, 7 
feet high, are of polished bronze— 

background. One not a hodge-podge 
of flowers in this department—but a charm- 
ing American Colonial flower garden, framed 
as a beautiful picture. Given the soft qual- 
ity of fluorescent lighting, this “merchandise 
picture” provides a touch of romantic senti- 
ment that has mass emotional appeal and 
decided sales value. 

Handkerchiefs, gloves, laces, and ribbons 


sees 


come in for their share of new and original 
treatment for this type of store. In these 
departments the walls are hung with neutral 
monkscloth as a background. On the wall 
series of bentwood 
Against this, the color- 
the beauti- 
ful tones of the ribbons and the sheer quality 
abstract, 


above are a forms in 
lvrical arrangement. 
ful designs of the handkerchiefs, 
of lace are interwoven to create 
modern effects. 

A white 
Lounge on the mezzanine. 


leads to the 
Before 


bronze staircase 
Ladies’ 
reaching this cool, light, spacious place for 
relaxation, one notes on the first landing a 
smart, recessed display for merchandise that 
is related in feeling and design interpreta- 
tion to that shown in the display niches on 
the main floor. This is the largest interior 
display case and is designed for the showing 
of promotional and seasonal merchandise. 
The Ladies’ Lounge is something new and 
different for a store of the 5c to $1 variety. 
One finds such luxury notes as these: a 
built-in sofa; comfortable chairs; end tables, 
lamps, and smoking accessories. One entire 
wall is given over to the 40-foot window 
with its five-section 40-foot venetian blind 
in alternating tones of white and coral. 
Another wall is paneled in Bella Rosa Flex- 


mural in vibrant and 
such as blue, 


This mural, depicting the 


wood and features a 
vivid 
and brilliant red. 
City of Buffalo, is not only a 
decorative note, but it has 
value. It graphically 
interest in Buffalo 

various W. T 
in the 
off-white, and blue and yellow as 


colors, green, white, 
dominating 
merchandising 
locates all points ot 
and the sites of the 
Other 


walls of 


(;rant stores. colors 


Lounge include gray and 
used for 
The floor 


the ceiling 


the leather upholstered furniture. 
is of deep blue linoleum, while 
is off-white 

The “Pet Shop” 
and tropical fish are 


where birds, bird-cages, 
distinctive 
It has 


a feeling of gaiety, and movement and one 


sold, is a 
feature of the basement selling area. 


notes such ideas as: 
1. A. brilliant, 


birdcage. Set inside the cage ts 


over-sized red and white 
a large tree 
that provides an amusing setting for parrots 
and parakeets. A railing around the bird 


suggests an aviary. 


cage 
2. A 10-foot, three-dimensional mural that 


decoratively depicts tropical fish, corals, and 
undersea flora (Illustrated on 
Executed in vivid tropical colors, this 


opposite 
page.) 
motif marks the “Tropical Fish” shop 

3. A display tor the 
that also suggests an aviary. 


selling of canaries 
Birdeages are 
recessed into the wall. 

4. An elevated platform with a 
bracket display feature, for the sale of bird- 
cages, that is novel and different. 


movable 


5. Tropical fish tanks recessed in the wall 


A railing, which customer 


from this display, gives the setting the at- 


separates the 


mosphere of an aquarium. 

6. A large glass and chrome tree-standing 
goldfish tank. 

Plastics, by the way, play a most impor- 
tant part in the decor of the new store. For 
instance, the entire merchandising theme is 
built around the design of the all-plastic dis- 
play counter. In addition, walls are paneled 
in coral plastic, the panels being 7 feet high. 
Fluorescent plastic is used for directional 
signs. The lunch bar, with its gay mural, 
is very interesting and all counters are of 
plastic, as is the stairway paneling. 
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This town and Country shop 
Loosted Men’s Wear Sales 


RR: ge 


Last vear the public showed an increasing 
interest in sport slack suits. Everyone sells 


them now, including many retailers not 


strictly in the men’s wear business at all. 
obtained 
who 


Exceptionally fine results were 
in 1939 by almost all the 


handled this line of merchandise, and there's 


merchants 


a real sport ensemble season coming up this 
spring. All men’s wear publications point 
out that these ensembles will hit a new high 
only the 
the displayman in the form 
displays 


in variety and celor and = need 
enthusiasm of 
of effective window and = interior 
in order to reach a still higher point in 1940. 

This has all the ear-marks of an oppor 
tunity for many displaymen to show’ in 
tangible fashion what display can do in the 


way of special promotions. One of the al 


By A. T. KALASKY 
W. B. Davis Company, Cleveland 


ways effective means of boosting sales is 
through an appropriate setting for the in- 
this symbolizing the event 
by building up a timely atmosphere—back- 


course, the 


terior, in case 


ing up, of important window 
displays. 

A glance at the photo- 
graphs of our sport department will perhaps 


idea more distinctly. A simple 


accompanying 


convey my 
arrangement, with no competing elements, 
this setting attractS the customer in such a 
way that the eve 1s led unconsciously to the 
department. This shop was constructed on 
the main floor, just inside the entrance. The 
material consisted of grass mats, wall board, 


FOR tow 
\ ot 
. Niky 


shingles, and a few hundred feet of lumber 

This Town and Country shop not 
improved the appearance of the interior, but 
aided the salesmen through actually making 
it easier for them to sell the merchandise 
It seemed to put the customer in a 
receptive mood and gave them an increased 
“appetite” for related items. It has 
stock cleaner and in better shape, and very 
definitely sales. In this latte: 
connection, it is impossible to ascertain ex 


only 


more 
kept 
increased 


actly how much profit the shop was really 
responsible for, but we know it is the direct 
cause of a considerable portion of our vol 
ume increase. 


Truly an important feature of this par- 
ticular idea is that men who are attracted 
by the informal character of the display do 
not hesitate to merchandise. 
Most men will not handle merchandise, even 
if it does attract them, and the usual reason 
for this is the formal way in which it is dis 
played. Many men regard a shopping trip 
in much the same light as they would a visit 
to their dentist. This is one 
men's wear is not. selling in 
with women’s apparel. A woman must hav 
her spring dress, hat, shoes, and complete 


examine the 


reason why 
comparison 


accessories, and she looks forward to buy 
ing them. Most men put off their purchases 
as long as possible and then attend to them 
hurriedly, grudgingly, and suspiciously. 

Today, fortunately, more time is being 
spent on interior displays. Window displays 
should be closely related to the interior, o! 
course, for when the prospective custome! 
accepts the invitation of the window to come 
into the store an effective interior tie-up will 
add just that much more toward the culmin- 
ation of a sale. 
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Francine Sacha 
Clark Schnittmann S. Schnittmann 


ff 


t the Beaux Art Institute 
Temple Square, Salt Lake Ci it the Seattle, 
Wash. Art Museum —at La Scala, Milan 
and numerous other places, you'll see the 
work of these Master S« ulptors. Korres 
is proud to present them— and their work 
to the displaymen of America. They bring 


you for the first time — Mannequins that are 





sculptured so anatomically correct so per 
fect in face and figure—and with such sensu- 
Ous, alluring beauty they will withstend the 
most critical observation, either as a display 
figure—or as a fit addition to the Fine Arts 
Gallery. Be sure to see them at your nearest 


Korrect-Way Distributor (listed bel 


NH ELT-WAY 


DISPLAY DR am i 5 


NEW YORK — 15-17 West 36th * * CHICAGO — Hecht Fixture Co.’ 7 LOS ANGELES — Grossman & Silvers * ” ATLANTA — Melvin S. Roos Co.’ * BALTIMORE — Williams 

Corp. ’ 7 BOSTON —Eastern Displays, Inc.” ” BUFF ALO—Samuel C. Dutch & Son” * CINCINNATI— General Display Corp.’ * DENVER —Walter W. Martin * * DETROIT—Art 

Products Mfg. Co.” 7 KANSAS CITY—National Equipment Corp.’ * MINNEAPOLIS—L. E. Hier Display Equip. Co.7 7 NEW ORLEANS—Gul f States Display ’ *’ PHILADELPHIA — 

Naythons Display Fix. Co.’ * PITTSBURGH—De -W/eest Display Equip. Co.’ 7 PORTLAND—Turner’s Display Studio * * SAN FRANCISCO—Kehoe Display Fixture Co.’ * ST. LOuIsS— 
Midwest Display Equip. Corp.” 7 MONTREAL — Miller's Display Fixtures, Regd.’ * HONOLULU — Bader and Co. 
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—For those who want a modern booth design for store interior 
or exhibit purposes, here is a design with many possibilities. The 
counter has a recessed base that not only "fits'’ into the design 
but is practical from the standpoint of giving more foot space. 
The canopy has arnple room for appliqued lettering— 


—Above is a suggestion for construction of a selling area, 
cround ao column, for such merchandise as books, station- 
ery, gift items, bags, and the like. The face of the column 
and the counter have a timbered effect made of fir ply- 
wood cut to the desired shape. The window, shutters, 
and sign all add to the Old English shop effect— 








—The unit below makes a very smart setting for use as a shop or ‘‘de- x 
portment." The tall central panel furnishes plenty of space for lettering, weet 
ond is easily visible from ‘most any place on the floor— aK 


x 
x 
ete sean 
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a eX || 



































—This is another setting designed for use around 
a store column, the treatment being especially 
adapted for the Easter season. If desired, the 
doorway can be made of transparent or trans- 
lucent material, properly illuminated— 
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CFRR PRPS = FF = oe 


THE COLOR OF = = ae *»= & oe ee =— ee = ee CHANGES AS 
YOU CHANGE THE COLORED LIGHT IN YOUR 
WINDOW. 


THIS COLOR CHANGE IS DUE TO THE TEXTURE, SIZE 
AND REFLECTING QUALITY OF THE VARIOUS COL- 
ORED DOTS USED IN THE SPATTER. THIS FINISH IS 
PROTECTED BY A SPECIALLY PATENTED PROCESS. 


= ele = = = ee 


TRY YOUR waste tamce wettest COLOR CHART 
UNDER VARIOUS COLORED LIGHTS . . . SEE FOR 
YOURSELF HOW COLORED LIGHT WILL CHANGE THE 
COLOR OF ANY OF THE SIX NEW HIGH STYLE 


de des cide Wdiads COLORS. 


STYLED BY AND EXCLUSIVE WITH 


BLISS DISPLAY CORP. 


460 WEST 34TH STREET, NEW YORK CITY 


WRITE FOR COLOR CHART. 
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Display Studio Problems 


XVIII. WORKING WITH PLASTICS 


By FINDLEY WILLIAMS, Vice-president and Art Director 
W. L. Stensgaard & Associates, Inc., Chicago 


The science ot chemistry, after thousands 
ol experiments, has brought to display a 
sensationally new, beautiful, and spectacular 
material—“plastics.” The general term re 
fers to a variety of materials, each available 
in several forms, such as flat sheets, rods, 
powders, etc., and each of which has special 
undoubtedly 
uses every day one or more articles which 
is manufactured part from 
some form of plastic, but in connection with 


characteristics Fach of us 


wholly or in 


merchandise presentation, or display, we are 
going to confine ourselves here to one mem 
ber of this great family—‘fluorescent” plas 
tics. 

“Fluorescent” plastics are a form of cellu 
lose acetate plastic available in bright red 
and green in sheet form, size 20 by 50 inches 
The formation of this plastic requires the 
combining of cellulose with acetic acid and 
fluorescent dyes by chemical processes from 
which it emerges in large blocks. These are 
cured for six to eight weeks and are then 
sliced in various thicknesses from 10 to 150 
gauge to form the commercial sheets. Aftet 
cutting, additional curing and polishing ts 
provide for special 


uses, 


required lo 
ereater thicknesses are available. 
“Fluorescent” plastics have an astonishing 
light absorption quality that imparts a fiery 
glow to the edges and carved or etched de- 


signs on the flat surface. This fiery glow 


effect is almost the same as fluorescent col 


While this 


“fluorescent” 


ors under ultra-violet light 


effect is) achieved by plastics 


from any source of light, the use of filtered 
near-ultra-viclet light greatly intensifies the 
brilliance of the edges and carved designs 
a fluorescent glow to 


Ultra-violet 


as well as 
the flat 


unparting 


surfaces. lamps ot 


bulbs for this purpose can be purchased from 
several manufacturers. 

Clear, transparent sheets of acetate plas- 
tics which lack the fluorescent quality are 
also obtainable in the same sheet sizes and 
thicknesses. These clear plastic sheets can 
be treated with fluorescent paints and used 
in filtered near-ultra-violet light which 
gives them the fluorescent quality. Unusual 
and brilliant treatments can be achieved by 
using these prepared sheets in combination 
with the regular fluorescent plastics. 

Many physical properties in addition to 
the fluorescent character of this plastic 


should be remembered when considering it 
usefulness in modern display. Being tru 
acetate (cellulose), it is light in weight, bein 
only 50 per cent as heavy as aluminum. It i 
unbreakable and will withstand heavy blow, 
Its shock resistance is several times greate 
than any other plastic except celluloid. Thi 
material differs, however, from celluloid i: 
that it is non-hazardous from a fire stand 
point, being classed the same as common 
newsprint by Underwriter Laboratories. Th: 
sheets can be made pliable by heating and 
then formed into practically any shape o: 
design. Pieces can be cut, engraved, painted 


#° TOASTMASTER 


Phrpagye Vrs Oasis ' 


and cemented easily and quickly without any 
special apparatus. 

The lighter weight gauges can be cut wit! 
a sharp pair of heavy duty scissors or tin- 
snips into any desired pattern. The heavier 
gauges should be cut with either metal or 
wood cutting band-saws, a “Cut-awl,” o1 
fine blade hand-saw. If difficulty is expe 
rienced in using a mechanical saw, due to 
clogging ot the saw teeth, the plastic should 
be fed slower. This clogging is caused by 
heat softening the material and 
causing it to lodge between the saw teeth 

[Continued on page 51] 


frictional 


—These Stensgaard displays for Toastmaster 
and Hickok illustrate something of the possi- 
bilities of plastic in display. In the Toast- 
master set-up the clock is of red ‘fluorescent’ 
plastic, and the base at the left is covered 
with gold flake plastic. (The turntable is of 
the “mystic type—the toaster revolving and 
gliding across the top.) ... Plastic forms the 
shoulders and arms of the “men" in the 
Hickok unit, as well as being used for the 
circle seen at the upper center. (All photo- 
graphs by courtesy of W. L. Stensgaard & 
Associates, Inc., Chicago) — 
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The high coverage, low cost, window 


backgrounds. 


LILY POND 


No. LP 


For Spring Promotions, use this crisp, 
cool water lily and cloud background. 
The design in white, green and yellow 
on Fern Green NoSeam, is so cleverly 
reproduced that it appears to be an 


original pastel. 


Actual illustration—Lily Pond Panel 


Size:—9 high—1!2’ long 


Have you seen the FOUR 
New Spring Colors of NoSeam? 


Tango—Emerald 


Mocha—Morning Glory 


—_ 


A High Style Seasonal Background for your Spring Promotion 
NoSeam Art Panels F 
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_ 
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Write for new Sample Folder and Spring Catalogue 


COY, DISBROW & CO., INC. 


Chicago, Builders Bldg. 


Display Division 


Main Office—686 Greenwich Street, New York City 

















NOSEAM 


(107” WIDE 12 & 50-YD. ROLLS) 
For Immediate Shipment 


(Quickest delivery for the South, 
Southeast and Midwest) 


NEW SPRING COLORS: 


Tango — Mocha — Morning Glory Blue 
Emerald — Desert Rose — Terra Cotta 
Atmosphere Blue — Forsythia Yellow 





Persian Lime — Black (8414”’) 
PLUS 15 Colors, ranging from pastels 
to deep tones. ‘ 


Lattice NOSEAM and Lattice Foil 
NOSEAM art panels as described in the 
ad directly above. 


Write Dept. DW for Sample Folder 
and Spring Catalogue 


Materials - Fixtures 


GENERAL 


DISPLAW 


CORPORATION 





CINCINNATI, OHIO 





Distributors for Korrect-Way Display 
Products. (See ad on page 17.) 


work, show what 


Here are five books giving practical material for the display 
who wants to improve his technique and handle a wider scope of work. 
These books take up thoroughly the best-paying types of commercial art 
sells, and how it is produced. They enable you 
brush up on fundamentals and special points of technique—they teach 
you the essentials of doing representative drawing, fashion-figure draw 
ing, all kinds of lettering, rendering of commercial 
types, practical design—just the type of material you need to handle 
the most popular forms of advertising and commercial illustrations, 
displays, layouts, etc. 


McGraw-Hill Commercial Art Library 


These books save the reader’s time with brief, punchy text 
essential instructions in usable form 


This COMMERCIAL ART 


Home-Study Course helps men 


get ahead 


crattsman 


subjects of many 


to 


that gives 
In addition many illustrations 


and examples give the artist visual instruction, inspiration, and models 
of many types of work. Old-fashioned, standard, and modern letters, 
alphabets, and scripts; advertising illustrations; posters; show-cards; 
book and printing designs; fashion drawings; practice forms; renderings 
in many mediums; etc.—more than 1300 illustrations in all form a feature 

















cpernlce 5 VOLUMES 
Ze Z 1278 PAGES 
G77 HUNDREDS 
ESIGN OF 
D _\ ILLUSTRATIONS 
¥ AND 
EXAMPLES 


Save $3.50 with Library offer 


Bought, singly, the books in this Library would 
cost $22.00. Under this offer you save $3.50 on 
this price and in addition have the privilege of 
paying in easy monthly installments while you 
use the books. See how this Library can help 
you. SEND NO MONEY. Just mail the coupon 
now, to receive the complete Library promptly, 
for 10 days’ examination subject to your accept- 
ance or return. 


alone worth the 





ON-APPROVAL EXAMINATION COUPON 





McGraw-Hill Book Co., 330 W. 42nd St., N. Y. C. 
Send me the McGraw-Hill Commercial Art Li- 


brary, 5 volumes, for 10 days’ examination on ap- 
proval. In 10 days I will send $3.50, plus few 
cents postage, and $3.00 monthly till $18.50 is paid, 
or return books postpaid. (Postage paid on 
orders accompanied by remittance of first instal- 
ment.) 

Name 

Address 

City and State 


Position 


Company LW 2-40 


(Books sent on approval in U". S. and Canada only.) 


price of the Library. You get this, plus complete, 
step-by-step instructions, written by specialists—all the material you 
need to carry on a definite improvement plan and make more money 
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Headfirst Into Spring? 
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DAVISON - PAXON CO. 
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—Here are several suggested treatments for window displays of spring for John Wanamaker-Philadelphia, Inc., Philadelphia. . . . Right column, 
millinery that pulled for their respective stores. Left column, top, by top, by Louis A. Banks, The Hecht Company, Washington. . . . Center, 
Richard A. Staines, Vandever Dry Goods Company, Tulsa. . . . Center, by V. F. McCollum, Davison-Paxon Company, Atlanta. . . . Lower, by 
by Del Heizer, Mabley & Carew, Cincinnati. . . . Lower, by J. C. Nichols, Edward S. Arkow, Gimbel Brothers, Philadelphia— 
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Northern Indiana Club 
Elects 1940 Officers 

At the regular January meeting of the 
Northern Indiana Association of Display 
Men, Beryl C. Taylor, Sears Roebuck & 
Co., South Bend, was unanimously elected 
to lead the club into its seventh year of ac- 
tivity. James C. Tolle, Wheelock’s, was 
elected vice-president, and Harold C. Smith 
was reelected secretary for the fourth con- 
secutive term. 

Following the business session an inter- 
esting educational program was introduced 
by Virgil Healy and Lester Swartz, co-chair- 
men for the month. John J. Crippen, ad- 
vertising director, Bamtan Bearing Corpora- 
tion spoke on: “Use of Color, Polarized 
Light and Other New Effects in Display.” 
Professor Stanley S. Sessler, director, the 
School of Fine Art, Notre Dame University, 
followed with an address entitled: “The 
Artist Creates.” This was illustrated by 
photographic colored slides. One phase 
dealt with the still life subject from _ its 
actual beginning until the painting was fin 
ished. 

The February meeting will be held at the 
Harris Display Materials Studio, South 
Bend, at which time committees for the 
seventh annual banquet will be announced. 
The event is scheduled for April 15. 


Chicago Club Meets 
At Decorating School 


The February meeting of the Chicago 
Display Club was held at the Miss Francis 
Harrington Professional School of Interior 
Decorating, with a goodly crowd present to 
participate in demonstrations featuring color 
data and decorating principles. 

The club has appointed the following 
program committee for 1940: R. O. Johnson, 
Commonwealth Edison, chairman; R. R. 
Jericho, Boston Store; J. W. Campbell, Car- 
son Pirie Scott & Co.; Paul Wertz, The 
Fair Store; L. J. Dwiggins, Reyburn Manu 
facturing Co. 


"Grass" Developments 


By Jas. A. Cole 

Jas. A. Cole Company, 235 Fourth avenue, 
New York City, has produced two new dis 
play specialties. “Greenlawn” is a new 
grass carpeting material that comes in 36 
and 54 inch widths and is also available in 
mats. It is colorful, rugged,’ and durable 
The other specialty is called “Turf Grass” 
and comes in grass green, royal blue, and 
straw colors in 36-inch width for general 
flooring uses. Samples of these products 
are now available. 


Harper Leaves 
Howland's 

Arthur J. Harper, who for many years had 
directed display for Howland Dry Goods 
Company, Bridgeport, Conn., has announced 
his resignation as of February 1. His future 
plans have not yet been divulged. 


Catalogue Released 
By Fixture Mart 

A new forty-page catalogue for 1940 has 
just been released by The Fixture Mart, 314 
West Jackson boulevard, Chicago. A copy 
is available on request. 
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Give your Sales Units 
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Here’s a tip that alert displaymen will be 
quick to utilize as a merchandising medium 

. interchangeable Trans!ucent Lamicoid 
panels, as used in this modern counter-scale 
made by Hobart Mfg. Co. 

Sales messages are silk-screen- printed 
on a translucent sheet of ivory Lamicoid. 
Flashing rear illumination catches the eye 
when merchandise is being weighed. Also, 
message can be easily read even when sign 
is unlit. 

This durable material reduces mainte- 
nance cost as well, since the origina! bril- 
liancy of color and finish is retained simply 
by wiping with a damp cloth. 

You, too, can put new life and sparkle 
into your displays—with Translucent 
Lamicoid. Write us for details. 
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Check These Advantages: 


Ten brilliant colors and white 


Readily curved, machined and 
sandblasted 


Rich, permanent finishi 
Easily printed or painted on 
Non-inflammable 

Light in weight 


Non-shatterable 


LAMICOID 


U.S. PAT. OF 








MICA INSULATOR COMPANY, 198 VARICK ST., NEW YORK 
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Van Raalte Goes Modern 


A bit pre 
and de- 


The circus has come to town 
mature, a little 
lightful, the big tent has been spread at 417 
Fitth avenue, New York City, where Van 
Raalte has made a novel use of display in an 


subdued, vet rich 


unusually lovely showroom. 


stepping into the large reception 
room for the first look 


the sight of a pair of legs swinging from the 


People 
time up amazed at 
ceiling, peeping from under the white tulle 
skirt of a tightrope walker. 
theme, which symbolizes the grace of lovely 
is echoed throughout the room 
little 


This acrobatic 


underthings, 


cases where ropes swing and 


in the 
figures perform feats of skill and daring. 

Chis showroom is among the most recent 
Eleanor Le Maire. 
first 
displaying a 


work of 


It marks which 


times in 
product to 


well as the 


one ot the 
the necessity for 
the middleman, the buyer, as 
consumer, has been made clear. 


head of the advertising ce 


direct 


Miss MacLear, 








partment at Van Raalte, that three 
main benefits result from having so interest- 
the tresh and 


in displaying merchandise, 


says 
ing a showroom. Because ot 
novel approach 
any person coming into the room is imme 
diately interested in the product, precisely 
because itis shown in so diverting a manner. 
Van Raalte has items in its line 
gloves, lingerie, and Miss Mac- 
Lear believes this fact is vividly pointed out 
to the buyer through the displays. The 
mannequins are shown in Van Raalte pan 
and the 


three 


hosiery 


ties, girdles, and brassieres, cases 


contain displays featuring gloves and stock- 


Ings. 


But perhaps one of the most interesting 


points in connection with this showroom is 
that it offers ideas to the buyers for dis 
plaving the merchandise. 

The cases, which were designed by Helen 
Cole, contain Myrtle Baer’s charming circus 
acrobat hanging grimly 


ladies From. the 





by her teeth, the nimble tightrope walke 
with the parasol, to the stunt performe 
balancing a small red ball on her toes, th 
spectator is drawn fascinated and amused 
looking also at the hosiery displayed—a very 
effective way to say, “Walk with rhythm an 
beauty in Van Raalte hosiery.” 

Deep red couches, low, modern tables, an 
heavy crystal ashtrays add a note of distin 
tion and point up the room. 

Faedre is responsible for the lighting ef 
fects—the pinks, the blues, and the yellow 
highlights which add the pleasant glow rem 
iniscent of the theatre. 


U. S. Display Adds 
Navon To Staff 

The U. S. Display Corporation, 144 Broad 
way, Paterson, N. J., has added H. Navon 
artist, to the staff. Navon was formerly it 
the display business in Chicago. 
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Kronitz Elected Head 
Of Baltimore Group 


At the January meeting of The Display 
Guild of Baltimore, Carl Kronitz, Stewart & 
Co., was elected president of the organiza- 
tion. Other appointments were Harry Mc 
Cauley, Hutzler Brothers, vice-president: 
John E. Bonnet, Hecht Brothers, treasurer; 
Henry A. Hawkins, Schleisner Company, 
secretary. 

Oliver M. Grant, The May Company, made 
a short talk as retiring president, thanking 
the members for their cooperation and _ of- 
fering his help to the new officers. 

The Baltimore club's annual party took 
place January 27. Following a talk by 
President Kronitz, the displaymen and their 
guests enjoyed a dinner and then danced 
until time for scrambled eggs and coffee the 
next morning. 

The Display Guild of Baltimore, reports 
Secretary Hawkins, was founded in 1937 and 
is composed of display executives from local 
stores. “Its main object is to make the dis- 
play managers better acquainted,” he con- 
tinues, “and to be a clearing house and 
factor that store owners can call on for any 
cooperative enterprise that may come up. 
Our present Guild consists of every large 
department store and specialty shop that is 
large enough to carry a display managei 
and display department, and though only a 
few months over two years old, is already 
recognized as the authority on display prob- 
lems by several of the largest stores in town 
who have submitted problems for our ad 
vice.” 


Sherman Adds Three 
To Staff 

J. A. Hardigan, for the past fifteen vears 
with the display division of the Dennison 
Manufacturing Company, has joined Sher 
man Paper Products, Inc., Newton Upper 
Falls, Mass., as display specialist in charge 
of the company’s sales in New England and 
up-state New York. Hardigan is particularly 
well known in the display field. 

In addition, two other members of the 
Dennison company have joined Sherman: -A 
Lytle, in charge of display production, and 
Charles P. Hall, assistant to the sales man 
ager of the display division. 

It will be remembered that Sherman re- 
cently began the manufacture, tor jobbers 
and distributors, of a number of well-known 
display materials tormerly produced — by 
Dennison. Copies of the firm's 1940 cata 


logue are available on request. 


New Book Of Designs 
Useful In Display 

“Design and Decoration” is the title of a 
new book by Paul Carlyle and Guy Oring, 
containing more than a hundred designs 
which are readily adaptable to display—tor 
show cards, panels, or complete background 
treatments. The book was not aimed at this 
particular field, incidentally, but rather at 
the advertising director. Designs of all 
types are included—classical, modern, strik 
ing, spectacular, exquisite, and bold, to men 
tion a few. Published by McGraw-Hill 
Book Company, 330 West 42nd street, New 
York City, the spiral-bound book is worth 
adding to the displayman’s library. The 
price is $3.50. 
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OPENS tue DOOR 


—to beautiful, economical, cutout displays, which are today's best 


business getters. 


Almost all displays call for cutout work. Such work can be produced 
easily and quickly with the Cutawl—the high speed, electric motor 
driven machine used by leading display men everywhere. 





25 









THE 


st f 




















TO 


GREATER 














PROFITS 


IS THE 


CGulawt 


IT 


A range of models for every requirement. 


GET A CUTAWL ON OUR EASY PAYMENT PLAN 


If you wish to pay for the Cutawl from the profits it will earn for you, 


ask for details of our Easy Payment Plan. 


USE THE COUPON 


INTERNATIONAL REGISTER CO. 


13 S. THROOP ST. 


SEES 2 ATE EEN ELE SATE! MOE MBE BBR I 
INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago, Ill. 


Please send me 
Company Name 
Address 
City 


Cutawl Catalog 


Easy Payment Terms. 


Your Name 


State 































CHICAGO, ILL. 








DW-2-40 
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Animated Cards 


Motion is no longer a stranger to display. 
We have seen its use in an ever-increasing 
tolling bells, animated 
figures, and all the other effects. Some na- 
tional advertisers have had special motion 


number of windows 


displays made up for high spot locations and 
the use of such material at the retail outlet 
has enjoyed a rapid growth. 

Below is a new application of motion in 
animated window The idea 
came about window for 
Wembley 
tional 


“strong 


display cards. 


while planning a 
cravats. The manutacturer’s na- 


advertising had featured the four 


men” in their now familiar efforts 


to wrinkle the ties in question; the thought 
naturally arose, “Why not show these cari 
catures in real The result) was 
bound to be more attention compelling and 
effective. 


action 2" 


The display unit seen in the illustration is 
the result. Made of wall board, the dis 
player was slotted along the serrated lowe1 


By L. E. SUMMERTON 


Kisber's, Jackson, Tenn. 


dozen ties. An electric 
motor (a simple type which is well known 
to all displaymen and which is very low in 
cost) was mounted as shown in the drawing 
at the lower right, being attached to the 
wooden tramework as pictured. 
rather stiff, motor to small 
“cranks” wire and at- 
tached through the wall board to the figures 
to be animated. 

The drawing shows that three of the fig- 
ures move to and fro horizontally, and 
illustrates the arrangement necessary to have 


edge to hold one 


Brass wire, 
connected the 


also made ot brass 


one of the figures move up and down 


A hole was drilled in the block 


wooden 


—In this unit for Wembley ities, Summerton 

used a small electric motor mounted on ithe 

back of the card to give two types of anima- 

tion to the miniature figures. Details of the 

construction are explained above and _ illus- 
trated in the sketch— 


Wembley 


CRAVATS 


Prisstley's 
NOR-EAST 


>. NON CRUSH 


Cesc 


FEB. 24 @ MAR.2 


at the base of the display, this being made 
to fit snugly around the upright of an ordi- 
nary display stand which formed a solid 
foundation. 

The were done in bright colors 
against a cream-colored background. The 
small figures were in black, and were at- 
tached to the wall board by small wooden 
blocks. Their miniature ties 
silk ribbon. 

The display unit which resulted from the 
above preparations is equally suited for 
window or counter use. 

A simpler display card for National Sew 
and Save week is also pictured. The same 
type motor was employed and it was so 
connected through brass wire as to cause the 
figure’s arm to move up and down as if 
sewing. 

These animated cards take a little figuring 
out, but they are sure crowd-stoppers and 
worth the time and trouble necessary. 


cards 


were of red 
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F. J. Shea Elected 
Green Bay Club Head 

At the January meeting of the Green Bay 
(Wisc ) Display Men's Club, F. J. Shea, 
Orwant Jewelers, was elected to the presi- 
dency of the organization, succeeding Karl 
Rockstroh, Wisconsin Public Service Com- 
pany. C. J. Orde, Orde Sign Company, was 
reappointed vice-president, and Doug Lu- 
Maye, Clabot Shoe Company, was named 
secretary. Gene Miller, Stiller Company, 
was elected treasurer. 

The newly-elected officers and the retiring 
president compose the executive board. 
James Huxtord, H. C. Prange Company, 
was appointed chairman of the publicity 
committee, and Chuck Mazurek, Millet 
Furniture Company, heads the committee on 
entertainment. 

Following a discussion of future plans, the 
club members enjoyed cards and a motion 
picture of the Green Bay Packers-New York 
Giants protessicnal championship football 
game. 


Display Materials Firm 
Is Organized 

Dorothy Decker and John C. Nichols have 
organized a display materials business, 
operating as Decker-Nichols Display Mate- 
rials, Inc., 5 West 36th street, New York 
City. Miss Decker was formerly display 
designer and stylist for Kresge Department 
Store and Hahne & Co., both of Newark. 
She also was responsible for creating and 
styling the line for Lewis display materials. 
Nichols was formerly display director for 
John Wanamaker’s, Philadelphia, and also 
designer and salesman for Bliss Display 
Corporation, New York City. He its. still 
associated with Bliss in the same capacity 


Kaufman Studios 


Increases Space 

Decorative golden rope millinery heads, in 
combination with straw wigs that come 
mounted for use as an interior wall decora 
tion for Southern, cruise, and tourist apparel 
displays have just been created by the Ellen 
Kaufman Studios, 420 Fourth avenue, New 
York City. It has been found necessary 
for the studio to take an additional floor 
at this address 


s 


Molded Letters 
Of Plastic 


A new molded art letter of plastic has 
been developed by Besbee Products Corpora- 
tion, Trenton, N. J., for use on any sign or 
display background of cardboard, metal, 
glass, or wood. The letters are available 
in various colors. 


Display Equipment 
Adds Lachman 

Gerson Lachman has joined the sales staff 
of The Display Equipment Corporation, 147 
West 37th street, New York City. 

The firm recently completed the moderni- 
zation of its store front—an excellent ex- 
ample of streamlining windows. 
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GREENLAWN 


“ 


(Copyright and Patent Applied For) 


36 inch and 54 inch widths. 
Available in Mat Size 36 x 72 inch widths or by the running yard. 


y » Ry 


AVAILABLE AT YOUR LOCAL 
DEALER OR WRITE DIRECT TO 
US FOR SAMPLES AND PRICES 





Distributed by 


JAMES A. COLE CoO. 


FOUNDED 1887 
235 4th AVENUE NEW YORK CITY 


America’s Largest and Most Complete Stock of 
Display Fabrics, Leatherettes and Accessories 





(SEE OUR OTHER ADV. ON PAGE 45) 
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Display Bia... 


By Edward Henry Tackhney 














—Baseball Week is coming up! 

Cash in, Mr. Display Director. 

Let cutouts of figures one and 
six go to bat for you— 


—Figure seven is Spring's First 
Sweet Song, while figure two 
needs no intreduction. Figure 
three, The Easter Lily! In fact, 
in picture and "in artificial’ is 


never out of place in display— 


—Figures four and five are com- 
ing and going views of Easter 
Paraders— 


—But did you notice’ the 
frame’ for this copy—yes, 
you're right—it's a design for 
a spring background panel that 
lends itself well to many modes 


of construction— 
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For Smart STRIPE Effects 
Use The New “No. 66” 


ET in style with STRIPES—and get your effects with time-saving 

money-saving ‘NO. 66''—a new Ace creation featuring 6” 
stripes of luminous white paint, spaced every 6 inches, on colorful 
NON-INFLAMMABLE VELVELUR 87”. 
Use "NO. 66" as you do other Ace Wide Background Papers. No 
seams or open joints, as with wall board and painting. Gives you a 
complete background in a few minutes. White stripe on 6 gorgeous 
colors: Daffodil—Spring Green—Sea Green—Wedgewood, Cora 
Rose, Hickory. Order today. Samples on request. 

Rolls 87 x 18 feet . . . $8.75 
Shipped in Re-usable Open Door Display Cartons 


THE ACE PAPER CO. 


Display Division 
DEPT. 10, 4246 WEST BROADWAY NEW YORK, N. Y. 





DISPLAY MATERIAL 


Win-do-dec is a colorful corrugated paper 
that is used for window and interior store 
decorations. 


This display material is available in a variety 
of colors that makes it possible to blend with 
almost any color scheme already identified 
with a product. 


Send for color samples and price list. You 
will find Win-do-dec reasonable in cost, beau- 
tiful in appearance and highly successful in 
attention-drawing display value. 


MANUFACTURED BY 


THE AJAX BOX COMPANY 


2210 South Union Ave., Chicago, III. 








dvertisinge’s Favorite 


By R. E. MOORE, Sales Promotion Manager 


DISPLAY WORLD 


indow Display Should Be 
on? 


FEBRUARY, 1940 


National Distillers Products Corporation, New York City 


Window display should rank right along- 
side newspaper, magazine, and radio adver- 
tising as one of the most important—and 
most profitable—of all advertising media. 
The time inevitably will come when national 
advertisers “look at all four” with 
interest when considering schedules. 

The fact that window display today 1s 
in many cases “the red-headed stepchild of 
national advertising” is little short of ridic- 
ulous. Ridiculous, not because this belittling 
appellation isn’t deserved, but because it 
applied if advertisers, 
retailers understood the po- 
this powerful 


equal 


could not be more 
installers, and 
tentialities of 
moving force. 


merchandise- 


Advertisers who know the selling value 
of window displays hire competent display 
managers, capable field personnel. Too many 
advertisers assign “what little display work 
we have” to some untrained, inexperienced 
Many just buy “something good- 
looking” from a display manufacturer with- 
out giving the manufacturer's representative 
a fair opportunity to become familiar with 
distribution, and advertising factors 
involved. Displays are shipped to jobbers, 
retailers, installers—and_ noth- 
ing happens. So displays are a_ stepchild. 
Nonsense! The advertisers who can't use 
window display effectively likely have 


person. 


sales, 


salesmen, or 


very 
a stepchild display department. 

If the officials who are responsible for the 
success of Phillip Morris were asked what 
they think of window displays, they prob- 
ably would sav: “Look at our ads, listen to 
the closing announcement of our radio pro- 
gram—then look at your cigar store window 
and take a peek inside the store; total that 
combination and you'll find it adds up to the 
fastest growing sales volume in the field.” 
Incidentally, what is that closing announce- 
ment? Little Johnnie, if I remember cor- 
rectly, signs off with this farewell sugges- 
tion: “I'll be seeing you! Look 
the windows and on the counters of your 
cigarette dealer—and call for Phillip Mor- 
ris!” A nice bit of coordination there. 
You'll find other examples of this sort of 
coordination whenever you analyze the pro- 
motion activities of leading consumer-goods 
And it seems to pay. 


for me in 


advertisers. 
here 
a sales pro- 


some advertisers, 


and there a sales manager or 


Unfortunately for 


motion manager ts still operating in the old- 
fashioned, slow-tempo, behind-the-desk man- 
Unaware of the changes which have 
taken place in retail selling, and are taking 
place continually, they are trying to waltz 
through a jitter-bug world. This isn't true 
of the who are using window 
displays This latter, fast- 
stepping group have and promotion 
managers who get out and learn how mer- 


ner. 


advertisers 
successfully. 


sales 


chandise is being moved. 








R. E. Moore says: “ This sales 
manager knows the value of window 
displays—he took one of our brands 
from near-obscurity to top place in his 
particular market recently with one win- 
dow display campaign, believe it or not.” 

And: “The advertisers who can’t use 
window display. effectively very likely 
have a stepchild display department.” 








Checking through our own organization, 
leading distributors are managed by 
executives who regularly call on retail out- 
lets just as their salesmen do. The sales 
manager of one of these top distributors 
told me he has a small route he covers each 
week as a salesman—and plans all his mer- 


our 


chandising activities as a result of his first- 
hand knowledge of current retail practice. 
This sales manager knows the value of win- 
dow displays—he took one of our brands 
from near-obscurity to top place in his par- 
ticular market recently with window 
display campaign, believe it or not. 

Give an advertiser a sales manager and a 
promotion manager who know their retail 
outlets, who understand the selling value of 
advertising in retail outlets, and that adver- 
tiser will look upon window display as one 
of advertising’s favorite They will 
engage the best available skill to create dis- 
plays, will coordinate display campaigns 
with all other advertising, and will have 
competent field supervisors to see that the 
display campaigns click as planned. 

What about installers? Installers 
been called “window trimmers” so long most 
of them think like window trimmers, act like 
window trimmers and actually are just that 
If Congress would pass 


one 


sons. 


have 


—window trimmers. 
a law making it a felony to call an installer 
a window “trimmer,” and make it manda- 
tory that henceforth they be called “Window 
Salesmen,” I believe advertisers and retail- 
ers would begin to get a bigger return per 
window display. 

Advertisers are not in the 
“trimming” or “decorating” windows. Re- 
tailers can’t afford to have just pretty or 
clever windows. Both advertisers and re- 
tailers need, want, and will pay for window 
displays that sell—that move merchandise in 
profitable volume. 

When more installers think of themselves 
as “window salesmen” and give advertisers 
and retailers that sell, they will 
command more from and 
will be kept busy installing window displays 
which pay them, the advertiser, and the re- 
tailer a profit. 

But what about the retailer? 
appreciate window displays ... he 


business of 


windows 


respect everyone 


He doesn't 
wants to 


be paid prefers merchandise windows 

. and so on. Successful users of window 
displays do not have time to blame the 
retailer—too much. After all, with the ex 
ception of department stores and other retail! 
outlets operated by real merchandisers 
aren't most retailers uneducated in the high 
art of moving merchandise in volume? Yet, 
aren't they in business to make money? And 
has any retailer been found who will 
not listen to the representative of a 
reputable advertiser who offers to help him 
merchandise, while he keeps waiting 
other salesmen who only want him to add 
to his stock? 

Payment for window space? Maybe re 
tailers should be paid where they can’t make 
any money on the advertiser’s products. 
Merchandise windows? Certainly there are 
merchandise windows and always will be. 
But we find that many of the largest inde- 
pendent retailers, and chains too, will use 
our window displays in lieu of their mer- 
chandise windows, because they know from 
experience that our displays pull in more 
customers and increase their sales. 

In the Association of National Adver 
tisers report—the not-widely-enough-known 
Window Display Survey—is this statement: 
“Only the most backward merchant fails to 
make effective promotional use of his win- 
dow display space. The intelligent retailer 
sees in his show windows his first line of 
appeal to the passing purchasing power from 
which he must draw his trade profit. If he 
neglects that space or permits it to be 
abused, the retailer at once overlooks one ot 
his most important Retailing is 
highly competitive. The margin of 
in this competitive race may easily depend 
upon ability to make effective use of window 
display space. To this end the displays fur 
nished by national advertisers are of genuine 
importance.” 

One of our best known slogans—look for 
it on our window displays—is: “Those in the 
know drink Old Crow” (Kentucky straight 
bourbon whiskey). Paraphrasing that, one 
might say, “those in the know use window 
displays, and consider this medium not ‘the 
red-headed stepchild of national advertising, 
but—“ddvertising’s Favorite Son.” 


move 


assets. 


success 


Vice-Presidency For 
E. P. Williams 


The Prescott Paint Company, Inc., 445 
West 3lst street, New York City, has an 
nounced the election of E. P. Williams to a 
vice-presidency. Williams, a graduate ot 
Yale university and the Harvard School ot 
Business Administration, joined Prescott the 
first of the year. He had previously beet 
with the Sherwin-Williams Company, Cleve 
land. Williams will be active in the sales 
end of the company’s business. 
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Display Signs 
In Lucite 

The high light transmission and edge 
lighting qualities of Lucite, a du Pont plas- 
tic, have been utilized by the Lauv-Lite Cor- 
poration, Baltimore, to make a new type dis- 
play sign, claimed to have great visibility 
at less power consumption, and to operate at 
very low maintenance cost. Limitless color 
effects are possible. 

The signs are made by outlining the de- 
sired letters, figures, or other patterns with 
small button-lenses of the plastic. These 
lenses, ground from small diameter rods, are 
fitted into holes punched through the face 
of the display signs. The back of the lenses 
pick up light from a concealed source and 
carry it to the head of the lens, giving a 
sharp, bright glow. One lamp provides 
illumination for several lenses. On-and-off 
and moving effects can be obtained in any 
color by using various color combinations 
ot lenses and blinking bulbs. The signs 
vary from small indoor counter displays to 
large and spectacular types tor outdoors. 


Patent Granted On 
Tinted Display Glass 

The British Patent office has granted a 
patent to a Glasgow man who has developed 
tinted window glass for various types of 
display. Basing his argument on the state- 
ment that ordinary plate glass has a slight 
greenish tint and thus distorts the colors 
of merchandise seen through it, the pat- 
entee has developed plate glass in different 
tints for different merchandise. 

For instance, an amber tint is advocated 
for bakers; blue for added sparkle in jewel- 
ers’ windows; and pink for display of meat, 
grapefruit, biscuits, and similar wares. 


San Francisco Fair 


Reopens May 25 

Reduced prices for exhibition space in the 
Golden Gate International Exposition of 
1940, together with the payment otf commis- 
sions on all business originating with ad- 
vertising agencies, has been announced by 
the department of exhibits and concessions. 
The fair will reopen on May 25 and continue 
through September 29. 

Present indications point to the return 
of more than 75 per cent of last year’s ex- 
hibitors and the addition of many new ones. 


lvel Corporation 
Adds More Space 


Ivel Corporation, exposition decorators 
and display builders, has rented an addi- 
tional floor of 18,000 square feet at 211 West 
6lst street, New York City. The firm’s 
studios are at 509 West 56th street. The 
increase in space was made necessary by the 
growing demand for convention exhibits and 
window displays, according to Ivel. 


Quintrell Instructs 
Display Class 

A twelve-week course in window display 
was recently started by the distributive edu 
cation division of Cooperative high school, 
Dayton, Ohio. Everett Quintrell, The Elder 
& Johnston Company, of the same city, was 
selected as instructor. 
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3 ° 

Take them to the job! That's — ve trimmed a lot of 
say—the Hansen Tacker and the . a ; 
Hansen Vest-Kit. They're just a windows, hut ge al gr _ 
"natural" for the Display Man. Some port- 
combination! Frankly, | don't see how 
any Display Man can pass up the 
Vest-Kit. | repeat—it's a Honey! 


ability, that Hansen Vest-Kit has everything else 
“topped.” Nothing like it! | slip it into my 
vest pocket—hop into the window with my 
Hansen Tacker—and I'm all set! 


! Watch me "step on 
Boy, howdy! itl’ Vest-Kit in my 
vest pocket—I get staples in a jiffy. A ready 


supply as near as my vest pocket—and handy to 
draw on when more staples are needed. 


with that Hansen Vest-Kit, | 
Say, bo, finish my windows in jig time. 
| thought the Hansen Tacker was fast itself— 
but with the Vest-Kit, it's even faster! 


Order? Sure! \ és“ ° 





A.L. HANSEN MFG. CO. 





5041 Ravenswood Avenue CHICAGO ILL 














HALF CURVE e HALF ROUND 


(Concave—1” Fluting) (Convex—1” Fluting) 


20 FEET LONG 
40 INCHES WIDE 


$ 2.45 PER ROLL 


LIST PRICE 
GLOSS FINISH! RADIANT COLORS! 


Canary Yellow e Nile Green 
White e Ivory e Napoleon Blue 


j] ABACOT DISPLAYS, INC. 
Jaw 26 E. 22nd ST., NEW YORK, N. Y. 


SEND FOR OUR CIRCULAR—43 ILLUSTRATIONS OF TIMELY CORRUGATED, FOILS, 
VALANCES, LEDGE, FOUNTAIN AND BACKBAR DECORATIONS, BORDERS, ETC. 


es eA ag i ORS Rates: 2 RE, 
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OF NATIONAL DISPLAYS 


—Bronchos, cactus, bu 
fighters, and palm trees er 
liven the map in this three 
dimensional display deve 
oped for American Airline 
by McCaslin Displays, Cin 
cinnati, and Frank Kirchberg 
of American. Executed in 
vivid tones, the map is in 
brilliant contrast against the 
drab hues of the winter 
bound northern states— 


—To merchandise its ‘'Re- 
silio"’ ties, Cluett, Peabody 
& Co. distributes this hand- 
some metal scroll display, 
sprayed white to resemble 
snow, with a humorous wire 
and wooden figure poised 
for action on toy skis. De- 
signed and manufactured by 
Kay Displays, Inc., New York 
City— 


—The special Valentine 
package of ‘Evening in 
Paris’ uses a transparent 
plastic container to show the 
merchandise within— 


—This attractive design for 
"Butter Rum Life Savers’ is 
used for a number of display 
purposes, including car and 
counter cards, case cards 
and hangers. Created in 
collaboration with Life Sav- 
ers, Inc., and lithographed in 
full color by The Forbes Lith- 
ograph Company, Boston 


—Here's a selling display 
for General Electric Mazda 
lamps, in which the illustra- 
tion of a pretty girl provides 
the "stopper,"’ while actual 
light bulbs are displayed on 
a front plane. This display 
is also featured in nationo! 
magazine advertising by GE. 
Created and lithographed 
by Forbes— 
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Designers For Industry, Inc., 
Makes Appointments 

Bertram M. Ainesworth has been appoint 
ed Eastern sales manager of Designers fot 
Industry, Inc., with headquarters in the New 
York City office at 630 Fifth avenue, accord 
ing to President Charles H. Oppenheimer, of 
the home office at Cleveland. Ainesworth 
will continue as head of the merchandising 
Charles L. 
been named Western sales manager, with 
headquarters in the Merchandise Mart, Chi 


counsel division. Bennett has 


cago. 

Four territorial appointments have also 
been made known: John Badami, Brooklyn 
-Brooklyn-Long Island; A. KE. Hartman, 
Pittsburgh, western Pennsylvania and West 
Virginia, succeeding Robert Zeidman who 
has been transferred to the Cleveland office ; 
Charles Ellsworth, Cleveland and northern 
Ohio; A. A. Platt, Norristown, Pa., 
Pennsylvania, southern New Jersey and Del 
aware. 


eastern 


Displaymor Division 
For World's Fair 

The New York World’s Fair 1940 is pre 
senting a new exhibit plan to advertisers, 
providing for product display space through 
an especially created Displaymor division. 
The plan is being offered at a moderate cost 
to both the small exhibitor who wants his 
product to be on display at the fair, and to 
national advertisers who have large exhib 
its at the fair and who wish to augment 
Displaymor ex 
hibits will be installed in the major build- 
ings and will consist of three-dimensional 


their main presentation. 


displays, many of them animated. 


Pressman & Tempest 
Enters National Field 

The Pressman & Tempest Company, 308 
Cherry street, Philadelphia, has announced 
its entrance into the national display field. 
Up until the present, the firm has made 
hand-carved wooden and plastic displays for 
the retail trade. An enlargement of facili 
ties and plant space accompanies the new 
endeavor. Point-of-sale displays are now in 
production for Golden Wedding, Old Schen- 
ley, and others. 
Myrtle Baer Opens 
Own Studio 

Operating on special assignments, for de 
partment store display departments and fot 
national advertisers and agencies, in the de 
sign of miniature mannequins and display 
hands, Myrtle Baer has opened a studio at 
217 East 59th street, New York City, where 
the figures are completed in any desired 
medium. 
Moie Hamburger To Leave 
Strub's, lowa City 

For the past five years in charge of dis- 
play for Strub’s, Iowa City, Iowa, Moie 
Hamburger has announced his resignation 
is of April 1. He will leave at that time 
tor New York City, although his future af- 
filiation has not been divulged as yet. His 
successor at Strub’s has not been named, and 
t is understood that applications are invited. 
\ddress L. D. Wareham, manager. 
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You are Atways In Good Fon 
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AND FIXTURES 


24 West 4Oth Street 
NEW YORK CITY 


TELEPHONE PENNSYLVANIA 6-2600 








Have You Heard the One About 
The Scotchman?... Well-- 


if he were a Displayman, he'd be quick to recognize ‘hat 
Blowups take a long step toward giving maximum eye attrac- 


tion per Display Dollar. 


e PHOTOGRAPHIC 
e TRANSPARENCIES 


EXECUTED IN 


BLACK AND WHITE, SEPIA, HAND-COLORS 
MAIL YOUR ORDER OR INQUIRY TODAY 


e BLOWUPS 
e MURALS 











MELOY BROS., 


INC. 


SHELBYVILLE 
INDIANA 
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FOUR STARS SIGN OF QUALITY AND SAVINGS 
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Home Furnishings Displays 
Appeal To Ihe Housewife 








A SOFT TOUCH: ror COMFORT. ECONOMY 


A‘OO*° VALUE, SPECIALLY PRICED AT ‘OO 
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WITH THESE NEW DRAPERIES 
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We usually think of February and Augu 
as the big months for the sale of home fu 
nishings, but an examination of figures con 


piled by the National Retail Dry Goods 


Association shows that this division in t] 
average store keeps up a pretty consta) 
pace in relation to total store sales. Mont 
after month the relationship of this depart 
ment’s sales to the store’s total sales run. 
very evenly, with only minor peaks and va 
leys. The big slump, of course, comes 

December, but on the whole the home iu 


nishings department will repay consistent 


promotional efforts during the other elev: 
months of the year. 

While March and April, in particular, a: 
not exceptional and are even a few percent 
age points below a few other months, hon: 
furnishing promotions at this season of thi 
vear have an added attraction for the hous: 
wife—who finds that displays of this typ 
are always of more than usual interest 
because nine times out of ten she is planning 
her annual “spring housecleaning” can 
paign. 

The store planning and display department 
ot Sears Roebuck & Co., Chicago, recognizes 
this sentiment and very deftly caters to it 
as can be seen from the three display wi 
dows shown here. Created under the dire: 
tion of L. S. Janes, who has charge of this 
department, these displays are immense! 
appealing to the feminine shopper, besides 
being very easy to construct and install and 
requiring a minimum of display props. 

The first is definitely a “Four Star Show 
ing” of Four Star curtains. Dramatization 
is obtained by showing each pair of curtains 
with an individual venetian blind against 
white panel, thus giving the customer ai 
idea of how the curtains can be used in the 
home—plus how they will look after being 
put up. A range of colors is shown in this 
type of display, and there appears emphasis 
on quality and even luxury. 

Next is “A Soft Touch: for Comfort 
Economy,” featuring innerspring mattresses 
The suspended frame on the left is painted 
French gray and seemingly supports the 
mattress shown at an interesting angle. The 
fabric banner across the mattress outlines 
the features with appliqued letters. The 
mattress on the right is silhouetted against 
an upright white panel with feature cards 
and a bold heading that highlights the me: 
chandise features. The background is don 
in pale yellow, with blue appliqued letters 

Practically every woman feels that she ts 
an artist when it comes to interior decora 
tion, and this belief is subtly played upon 
in the slogan of the display for drapes: “It’s 
an Art! Decorating with these new Drap 
eries!” The setting tells a brief story of tl 
design and execution of drapery materials 
straight from the drawing board and con 
plete with brush, sketch, and the finish 
product. The “window” on the right is a 
white framework with blue fabric stretched 
across the back. The background is done 
pale yellow, with blue appliqued letters. 
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1940 Packaging Catalogue 
is Of Interest 

Two of the thirteen classifications cov- 
ered in the 1940 Packaging catalogue, just 
yublished, are concerned with display, but 


displaymen will also find actual samples of 


of interest as a source of ideas 

decorative treatments of many 
Primarily, of course, the book is 
designed for the information and guidance 
of the manufacturer. Edited by A. Q. 
Maisel, and published by Breskin Publish- 
ing Corporation, 122 East 42nd street, New 
York City, the book contains 538 pages and 
weighs over 6 pounds. It is priced at $2.50 


papers, etc, 
for new 
kinds. 


Buffalo Firm Appoints 

Display Manager 
Following the 

Burr 


Donald A 


Nichols has been named dis 


resignation ot 
brown 
> ’ 


play manager for J. N. Adam & Co., Buf- 
falo. Nichols had formerly been with Hens 
& Kelly, Buffalo, and McCurdy & Co, 
Rochester, N. Y. More recently he had 


served as assistant display 
Adam’s. 
play manager for the 
of Adam's. 


announced. 


manager at 
acted as dis- 
Niagara Falls branch 
His future 


Brown had formerly 


plans have not been 


Department 
Of Correction 
In the 
orative 
tic’ article in the 


Lumarith as a dec 
“Display Goes Plas 
January addi 
tional note should have made to the 
effect that the Lumarith was specially proc 
essed by J. M. Gordon & Co., 189 Greene 
street, New York City. Incidentally, this 
firm recently released an attractive booklet 
on cellulose acetate plastics for display put 


description ot 
material in the 
issue, an 
been 


poses. Copies are available on request. 


International Register Buys 
Martin Cutter Business 
The Martin Brothers 
3620 avenue, 
nounced the completion of 
the sale of the Martin cutter business to 
International Register Company, 13 South 
Throop street, makers of the Cut 
Awl. Martin will continue to render service 
and supply 
their 


Electric 
Cleveland, has an 


Company, 
Perkins 
arrangements fo1 


Chicago, 


replacement parts and blades on 


machines now in use. 


s 


Felmus Joins Staff 
Of Thomas Robb 


Daniel R. Felmus has joined the 
Robb, retail sales promotion, 280 
Madison avenue, New York City, to head- 
up internal store promotion activities in the 


staff of 
Thomas 


stores of clients. For the past several years 
Felmus has been conducting such programs 
department stores, 
develop point-of-sale 
traffic. 


for many helping them 
ideas to capitalize on 


store 


Thygerson With 
Display Firm 

Arthur formerly display direc 
tor for Gimbel Brothers and then with Bliss 
Corporation, is now with J. P. 
Leschaud & Associates as art director. All 
firms mentioned are of New York City. 


Thygerson, 


Display 
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CHICAGO CARDBOARD COMPANY 


666 Washington Blvd. Chicago, III. 
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File Your Copies with this 


BINDER 


A Click and Magazines are Bound 


O OUR many thousands f ribers wf nave wished 
for an inexpensive way of nding and preserving their 
copies of DISPLAY WORLD we offer the new and beautiful 
PERMO BINDER to fill this very definite need This binder 


is simple to use. No punching or marring of magazines 
necessary. A click and the magazine i nd with a 
patented construction any issue can be quickly and easily 
removed without disturbing the other magazines in the binder. 
One binder holds 12 issues. 


their practi FERRO BINDERS are 


S handsome in IOpearance that the rn y r maqazines 


1ddition tc 


into de luxe library editions of bea tif ly bound books. In 
y bookcase or on the library table, whether in the home 
fice, PERMO-BOUND magazines ore fitting companions 


for y r rarest editions. 


& 
Send check for $1.50 for each binder desired, $1.75 foreign. 


DISPLAY WORLD Cincinnati, Ohio 

















NEW! NEW! NEW! 
PLASTIC ART LETTERS 


Clean Cut—Non-Breckable—Washable—1” 
White — Black — Orange — 


Write for Samples 


BESBEE PRODUCTS CORPORATION, Trenton, N. J. 
HIJIKLMNOPQRSTUVWXYZe01234567890 


size 3c—1'” size 4c a letter 


Red 


QOMmMmnmMONW>YD 








MERCHANTS RECORD AND SHOW 
issued on the Fifteenth of Every 
THE DISPLAY PUBLISHING 

Cincinnat ‘e), 


H.C. MENEFEE 
NATHAN SILVERBLATT 
R. C. KASH, Edit 


OUR PLATFORM 


. The Development of Window Display Adver- 
tising. 

. More Display Cooperation by Manufacturer 
and Merchant. 

. Advancement of the Display Service Business. 
. Practical Service to the Display Profession 
and Industry. 

. Appreciation of Display's Power in 
dising. 

. Absolute 
Columns. 


Merchan- 


Our Editorial 


Independence of 


VOL. XXXVI FEBRUARY, 1940 No.2 


"Sell America 
First" 

For the past couple of vears a very notice 
able trend has been manifest in the field of 
retailing—that of playing up American de 
signers, American industry, American stand 
ards. 

A number of stores have followed through 
with displays in which the American theme 
and with 


squarely to the fore, 


Attention is being focused on 


is brought 
good results. 
our own nation and the fact that it is entirely 
and the blessed of the 
earth natural 


self-sufficient most 


countries of the with great 


resources, wealth, high standards of living, 
tolerance, and, the most prized possession of 
all, liberty 

Telling this story and linking it up with 
merchandise via display 1s highly commend 
able, particularly at a time when the atten 
tion of the people of the United States is fo 
cused so sharply on warfare, oppression, 
ruthlessness, and all the other evils so ram 
pant elsewhere. We to call attention 
to the fact that Americans are fortunate 
much more fortunate than most of them real 


need 


ize, Who know liberty as a natural heritage 
and accept it unthinkingly. 

deftly and 
America 


Display can tell this 
truly, without being chauvinistic. 
has designers in the top-flight—and this fact 
is worth stressing in displaying merchandise 
of their creation; American manufactured 
products stand alone—and this 
pointed out; a hundred different 
presenting the subject suggest themselves. 


story 


can be 
ways of 


It will be noted, also, that displays on this 
theme can be either institutional or of the 
merchandising type, thus offering a central 
theme that is equally powerful for the win- 
dow that must sell merchandise or the win- 
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dow that is designed to build up store pres- 
tige. 

It might be a good idea to supplement the 
familiar “See America First” with 
another: “Sell America First.” 


slogan 


Progress In 
Display 

Display, which had its origin in the ba- 
zaars and marketplaces countless centuries 
ago and is the most ancient of all forms of 
advertising, began showing signs ot devel- 
opment only a comparatively short time ago. 
For many years display trailed sadly behind 
other forms of publicity, which undoubtedly 
accounts for the fact that it is just now com- 
ing into its own. 

For example, take the 1827, when 
display was still limited to the open cracker 
barrel and the shelves of the general store. 
Newspaper advertising was being used quite 
extensively by merchants supplying various 
types of and al- 
though the advertisements are amusing when 
read in 1940, they differ only a 
little from those appearing in the dailies of 
Here is a typical example of that 


WPA 


year 


merchandise or services, 


basically 


today. 
period, as resurrected by research 
workers : 

“Don Hall, professor of shaving 
and hair dressing, respectfully informs the 
public that he intends to make Trenton his 
place of and hopes the 
gentlemen of the cities and others, from a 
distance, scrupulous, but will 
give him a portion of their custom. He re- 
turns his warmest thanks for their very lib- 


Carlos 


abode, therefore 


will not be 


eral patronage since he has opened his es- 
tablishment in Market street, and hopes by 
assiduous attention to business to merit (not 
demerit) their patronage. Recommendation : 
From a gentleman in Trenton, forwarded to 
dated Sunday, August 19, 1827: 
Sir, you are justly entitled to the name ot 


my shop 
Protessor. I recommend you highly to the 
citizens of Trenton as a man of Principle. 
(Signed) P. FE. Thomas, President, Mechan- 
ics Bank.” 

One can find the same elements in a dozen 
ads in any daily paper today, including the 
testimonial, dressed up with skillful typog- 
raphy and artwork, but essentially the same. 

But display during the 
period of time? Nothing much—until a few 
short years ago when simplicity, dramatiza- 
tion, use of color, lighting effects, and spe- 


what. of same 


cialists in the art began taking their place 
in the limelight. The result has been aston- 
ishing, even to those closely connected with 
this field. We have seen countless examples 
of the pulling power of display; we have 
seen window-shopping become a world-wide 
habit, display appropriations “upped” con- 
sistently and display take its rightful place 
principal hand-maidens of 
in all its forms. 

And all this in a relatively short time! 
The developments we have seen during the 
past decade will be only a drop in the bucket 
compared to those of the next ten 
and display should continue its growth on a 
scale which make other forms of ad- 
vertising look to their laurels. It remains 
for displaymen to give consideration to the 
achievements of the past, and to do 
careful thinking about the future of their 
profession and the niche they occupy in it. 


as one of the 
business 


years, 


will 


some 
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Shortage Of Materials 
Affects London Display 


In a letter dated January 15 DISPLAY 
WORLD’s London correspondent writes 
“The real difficulty of display over here at 
the moment is the shortage of materials 
Plywood is extensively used for display pur 
poses, but as practically all this comes fron 
Finland it is Back 
grounds, therefore, are being produced main 
ly on linen and sign ¢loth. 


now unobtainable. 


“Lots of novelties used to come from th 
continent of Europe, but these are unobtain 
able and in any case the importation of dis 
play material would be prohibited becaus« 
any goods of an unnecessary or luxury typ: 
are refused admittance to this country by th 
authorities. 

“However, display is carrying on bravely 
and some really good shows are appearing 
particularly in the provinces. Necessity i: 
the mother of invention, and it will be in 
teresting to see what new ideas will worl 
out owing to the restrictions on the suppl 
of normal materials which the displayma 
uses.” 


Display Club Formed 
In Oklahoma City 


At a meeting of Oklahoma City displaymen 
held February 6 at Bishop's restaurant wit! 
thirty-five in attendance, a new organizatio1 
was formed—to be known as the Oklahoma 
City Display Men's Club. 

Officers elected were: Charles H. Me 
Mahan, Rothschild’s B & M, president; For 
est A. Cox, J. C. Penney Company, vice 
president; William Goode, Harry Katz, Inc. 
secretary. 

In addition to displaymen in attendance at 
this organization meeting, a number of serv- 
ice men handling display merchandise wer 
present. 

Anticipated membership is_ set 
seventy-five and one hundred, with meetings 


between 


to be held twice a month. 


Change Of Location 
For Staulcup 

Specialists in the design of window back 
grounds for department stores, chain stores, 
and national advertisers, Staulcup Studios, 
Inc., is now situated in new headquarters at 
305 East 46th street, New York City. The 
staff of designers and builders is headed by 
Roy M. Staulcup and John W. Gillingham 


New Address For 
Staples-Smith 
Staples-Smith has removed to larger quar 
ters at 1046 Second avenue, New York Cit) 
more efficiently to handle growing business 


in window display panels and interior stor: 
set-ups and backgrounds. 


Delphin Introduces 
New Turntable 

Hal Delphin, 220 Fifth avenue, New York 
City, has just produced for the display mar 
ket a new type of electric turntable that is 
warranted to hold up to 90 or 100 pounds 
Literature describing this product is 
ready. 


now 
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Prominent Sculptors At Work 
On New Mannequin Line 
he Korrect-Way Display Products division 

i the American Fixture & Manufacturing 
Company, 2300 Locust boulevard, St. Louis, 
ecently retained the services of Sacha and 
Francine Schnittman, well-known sculptors, 
to develop a new 
and complete line 
of modern manne 
quins. The new 
figures are now 
available through 
Korrect-Way dis 
tributors. 

The Schnittmans 
have done some 
highly praised 
work in the fine 





arts field, including busts of Frank Munson, 
Munson Steamship Lines, Thomas J. Wat 
son, International Business Machines, and 
\dolphe Menjou. Their various pieces on 
exhibition are = at 
the Beaux Art In- 
stitute and the 
Contemporary Art 
Galle ry, both of 
New York City, 
the Seattle Art 
Museum, etc. One 
of Schnit tman’s 
busts, entitled 
“The Cancer Cru- 





sader,” 1s pictured 
here. 

Speaking of their entry into the com- 
mercial field, Schnittman says: “We = shall 
follow along the lines established akin to 
classic law, given a modern interpretation. 
It shall be our desire to introduce into the 
creation of a display mannequin the simple 
principles of correct design, architecture, 
anatomy, and aesthetics—which, in happy 
combination, will add that warmth and 
sensuous beauty which complements the mer- 
chandise and augments the desirability of 
the figure.” 


Bahama Posters Offered 
At No Charge 


Displaymen needing colorful travel pos 
ters for their windows or interiors are in- 
vited to get in touch with the Nassau, 
Bahamas, Information bureau, 30 Rocke- 
feller plaza, New York City. Posters fea- 
turing Nassau are offered free of charge. 


E. R. Pepin Joins 
W. T. Knott, Inc. 

For the past fifteen years with the display 
department of S. H. Kress Company, New 
York City, E. R. Pepin has resigned to ac- 
cept the position of merchandise display 
manager for the W. T. Knott, Inc., chain of 


stores. 





Gimbel Brothers Appoints 
Sam Blum Display Head 


Samuel Blum has been placed in charge of 
ndow and interior display at Gimbel 
rothers, New York City, following his re 
nt resignation as display head for Bloom 
gdale Brothers of the same city. 
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INSTALL 


DISTINCTIVE FURNITURE 


Now... 


TO COMPLEMENT 
“YOUR DISPLAYS 


The lustre of Royalchrome chairs, tables and settees—combined 
with the rich-looking, colorful upholsteries and table tops—create 
an effect that will indelibly impress your customers. Royalchrome 
will beautify the interior of your store—lessen sales resistance. 


Send today for free catalog—in color... 
84 pages of real values. cs 


ROYAL METAL MFG. COMPANY 


158 N. MICHIGAN AVE., Dept. B CHICAGO 
NEW YORK LOS ANGELES TORONTO 











DISPLAY GOES PLASTIC 


WITH 


ee 
2) SHIMMER-SHEEN IN ROLLS 40” BY 15 FEET 
E) FLORALITE 1» rous so wones or 9 ree 
SP ROI ccs ni ccciasorerncim 


WRITE FOR SAMPLES AND DESCRIPTIVE MATTER 
OF THIS NEW CELLULOSE ACETATE PLASTIC 


J. M. GORDON & CO., 189 Greene st., NEW YoRK city 








PIONEERS OF PLASTICS FOR DISPLAYMEN 











DOESN’T THIS ITEM GIVE YOU IDEAS? 


This Novelty Wood Ring Display Unit can be used in numerous 
ways to get clever, original effects. Hung from ribbons, tacked on 
slanting sticks, bolted into groups, in any circular design. . . . For 
shoes, accessories, notions, fabrics, cosmetics, etc... . A really smart, 
modern displayer for interior or window use. 


UNIT AS PICTURED 


R'NG —3/16” thick—- 3/4” wide—131/2” diameter | Per. Doz. Sets 
SHELF—7 /16” thick—5 1/2” wide—12” long { $8.00 


Finished: Natural, Deep Blue, Golden Yellow, Spring Green, Dusty Rose 
SPECIFY COLOR SHELF IS DETACHABLE—JUST LIFTS OUT 
UTILITY WOOD RINGS (Without Shelves) (Same Colors) 





Per Doz. 

1/8” th'ck 1/2” wide 3” diameter $1.20 

; A 1/8” thick 1/2” wide 4” diameter 1.30 

eae Sey ee 1/8” thick 1/2” wide 5” diameter 1.40 
DISPLAY CRAFTS 1/8” thick 1/2” wide 6” diameter 1.50 
1/8” thick 1/2” wide 8” diameter 2.00 

LOUISVILLE. OHIO 1/8” thick 1/2” wide 10” diameter 3.00 
Terms, 2% 10 days net 30, 1/8” thick 1/2” wide ia’ diameter 4.00 
to rated firms. 3/16” thick 3/4” wide 13 1/2” diameter 5.00 
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EXCELSIOR 
PAPER SPECIALTIES 
CO., INC. 


DEPT. D 
640 W. 57TH ST. 
NEW YORK, N. Y. 
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Think this ouenr... 





February, the short month with an added 
day tor Leap Year, is half gone and all the 
Valentine paraphernalia is in the waste bas- 
ket or stored away until next year. Valentine 
promotions are getting more extensive each 
year so the latter would be the wiser idea. 
Speaking of the extra dividend day in this 
month's calendar reminds me of a recent 
survey taken by the Institute of Family Re- 
lations concerning marriage proposals. Dr. 
Popenoe, general director, says: “A common 
performance is for the young couple to be 
looking into a furniture window when the 
man inquires, ‘How’s about you and me fix- 
ing up a little love nest, huh?’” This year 
the girl can take the lead by saying: “The 
payment’s what are we 
waiting for?” Anyway, fellow displaymen 
who sling furniture to and fro, you are now 
marriages as well as 


down reasonable ; 


responsible for many 


The DISPLAY PARADE 
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By FRANK G. BINGHA = 


Your match-making displaymanship 
heretotore unknown until public 
came forth to tell the facts in this survey 
should not be taken lightly. Every furnitur: 
display you install may start Cupid on hi: 
journey, another apartment rented or 

house purchased, furniture and furnishings 
coal, and groceries bought. Remember, 

good furniture display is a match make 
that starts many wheels of industry moving 
in the right direction. The survey gave 
many interesting facts, such as: one mar 
proposed after he had finished a slab o 
gooseberry pie at a picnic and was intro 
duced to the girl who made it. Anothe: 
was dead set on marrying the girl, so he 
proposed in a cemetery. The automobil 
is another good Cupid, like the furniture 
window, claiming twenty-five per cent of the 
total in the Come to think of it 


sales. 
opinior 


survey. 


by Anthony Brinker 
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SAW SERVICE FOR 
OVER THREE YEARS ACROSS THE SEA 
WITH THE SIA ENGINEERS... /N CHARGE 
OF GANG OF CHINESE COOLIES.,. HAD GREAT 
DIFFICULTY UNDERSTANDING THEM OR 
BEING- UNDERSTOOD... 
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NEW YORK CITY, 
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that’s where I proposed, although the furni- 
ture windows helped the cause along. 
up now, married brethren, where did 
you pop the question? 


"Fess 


you 





“The 1940 New York World's Fair will 
be more like a carnival and will compete 
with Coney Island for patronage of New 


Yorkers and people in the surrounding area,” 
so says the Grey Advertising Agency bulletin 
called Matter.” This same _ bulletin 
last vear warned stores not to go overboard 
on Worid’s Fair merchandise which proved 
to be very sound advice. This year the bul- 
letin “Retailers will do well to put 
minimum appropriations into Fair merchan- 
dise and promotional tie-up.” 


“Grey 


says: 


Advance sales of “Gone With The Wind’ 
throughout the country indicate good possi- 
bilities for store promotion. 
costumes worn in the picture travel a week 


The original 


in advance of the opening and one store in 
each city ties in with a style show promo- 
tion. At this writing our store is in the 
midst of this and models have to be secured 
Of course, finding 
hardest task, and 
found a girl right 
like 
Vivien Leigh, same eyes, exactly the same 
with the her 
Scarlett wears size 5144 C 
model wears a 5% A. Our first tie-up win 
dow with a 
girl selling advance tickets, with a line of 
lined up window. 


to display these gowns. 

a Scarlett O'Hara is the 
much to our surprise, we 
in our photo studio that looks exactly 
measurements, exception of 
shoe size. and out 


display showed a box office, 


mannequins across. the 


The copy read: “The Spring Line-Up tor 
1940." When this window was installed, a 
line two blocks long was waiting to buy 
their tickets at the local theatre. If vou 


haven't as yet heard when this picture will 
show in your city contact your local man 
ager and work with him; in the language 
it's box-office dynamite. 


of show business 


Every displayman should acquire a spare 
time hobby of some sort to take his mind off 
his many duties. Otten these hobbies, start 
ing out modestly, become worth while pas 
times, as David Elman, the originator of the 
radio program “Hobby Lobby,” will testify. 
In the display field we have a displayman 
who has a hobby of making marionettes. He 
hails from Stillwater, Minn. His name on 
the Social Security card is O. W. Bennett, 
but everyone calls him “Bud’’—even_ the 
Indians around Stillwater. He 
manager for Kolliner’s, and is now serving 


is display 


as president of the Junior Chamber of Com- 
merce. You will remember the swell exhibit 
he gave at the swimming pool at the Chi- 
cago convention in 1937. Here he 

“Well, I am happy to tell 
about my hobby and this year I am really 


is now: 
displaymen 


on the spot because I have been appointed 
chairman of the for the National 
Festival of Puppetry to be held in St. Paul 
in June. I 
which | 
shows. My little troupe of performers en 
tertained about 12,000 people in 1939.” 
entertain in 


program 


have about seventy marionettes 


have made and use in my various 


“How will 1940, 
Bud ?” 
“This year with elections taking the stage 
[ hope to do much better, say about 20,000.” 
“I'd much rather see and hear your pup- 


pets than a lot of politicians I know, Bud!” 


many you 
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“Thanks, tellow, and a puppet show with a 
take-off on politics wouldn't be bad, do you 
think ?” 
“Not at all. 
“No, puppetry is fairly easy; 
year-old boy can learn.” 
“Have you ever taught this art?” 
“Yes, last year at Wawasee, 
for a group of boys,” 
“Fine time to tell a 
from here.” 
“You were too busy 


Is puppetry hard to learn?” 
even a nine 


Ind., 


Lake 


guy; that’s not fat 
admiring that baby 
ot yours.” 

“By the way, Bud, you were a very active 
member of the I. A. D. M. a couple of years 
ago. I'll never forget how you missed your 
train to be on hand to vote. Have 
anything to offer for the good of the Ll. A 
1D). M. today? I know you're still interested.” 


you 


“Well, Bingham, have you ever stopped 
to think—besides once a month in this col 
umn—how many displaymen there are out- 


side of your larger cities? If the 1. A. D. M 
could find a way to reach them they could 
Why, in Min 


remember my group 


build a great organization. 


nesota alone you 


rounded up nearly two hundred in smallei 
towns. As an individual the smaller display 
man doesn't buy much, but as a group they 
contribute a great deal to the display indus 
try, although the manutacturers at a display 
convention always seem to be looking fot 
the big buyer and turn their back on th: 
smaller fellow.” 
“When they do 
Bud ?” 
“T feel as if 
overalls !” 
“Perhaps, then, the I. A. D. M., 
manufacturers, has been looking for the big 
rather than the old butte 
members from the sticks lke ourselves 7" 
“Well, they haven't been beating a path to 
my door at least.” 


that how do vou _ teel, 


[id been to a pink tea in my 


like the 


shots bread and 


“That's certainly something to think over, 
and thanks, Bud, it have 
you on the typewriter mike this month.” 

That, friends, Bud Bennett, Still 
water's giit to the display profession, a 
leader in civic affairs of his community, and 


has been nice to 


Was 


a past master of puppetry manipulation—dis 
play's own Tony Sarg 


More Factory Space 
For Select Art Flower 


To meet increased production demands 
and to provide better and faster service, the 
Select Artificial Flower Company, Inc., 16 
West 36th street, New York City, has moved 
location where ove 
additional 
The firm's 


spring line of decoratives and novel window 


its factory to a new 
10,000 leet of 


space have been provided. 


square working 


new 
display units recently went on view in th: 
showroom at the address given above. 
Display Paper Catalogue 
Is Released 

“NoSeam Notes” is. the 
trated catalogue covering 


title of an illus 
the extensive link 


of display decorative papers handled by th 


display division of Coy, Disbrow & Co., Inc., 
686 Greenwich street, New York = Citys 
NoSeam paper, 9 feet wide and in a range 
of twenty-four colors, is featured. Copies 


are available on request. 
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HOLD YOU BACK... 

































































YDRAMATIZE™ 
any display 
AINSTANTLY 


@ Now you can give any window... any display... that 
brilliant, dramatic ‘‘Fifth Avenue Effect.’’ And do it with- 
out alterations. ..without a single change in your present 
lighting fixtures! 

Birdseye Reflector Lamps set in Birdseye Swivel Sock- 
ets are the secret. 

Inside silvered, self-reflecting, Birdseye lamps deliver 
every bit of their tremendous punch of light right where 
they’re aimed — on the goods you sell! And in their 
swivel sockets you can instantly direct them anywhere— 
and ‘‘hold that spot!’’ 

Because Birdseyes put more light on the goods, cut 
sidewalk spillage and ceiling loss, they can give you the 
same light— and more — with smaller wattage lamps. 
(> That means real money saved in current! 

(2 t) Investigate! Write Birdseye Electric Corp., 
ee 335 Carroll Street, Brooklyn, N.Y. 


© 1940, Birdseye Electric Corp. 


BIRDSEYE 


I, 
~~ 


- © 


REFLECTOR 
LAMPS 











SWIVEL 


SPOT 


FLOOD TUBULAR 
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Make Your DISPLAYS, 
WINDOWS, EXHIBITS— 


MAGICAL! 
MYSTIFYING! 
DIFFERENT! 
































scenes, designs with 


Place thom in a 


Simply coa! objects, 
Flame-Glo Fluorescent Paint. 
dark window, rocm or enclosur2. Then expose 
them to invisible “black ‘ight’ (ultra-violet rays) 
effects 


intriguing ever 


Limitless possibili 


and get the most 
achieved in display work. 
ties. Flame-Glo is priced to fit your budget. 
For any interior surface—wood, metal, cement. 
Easy to brush or 


harmless t> hea!th. 


cardboard, fabrics, etc. 


spray: dries in one hour; 


NOTE. We now supply effective, economical 
U. V. Black Light lamps to use with Flame-Glo. 
Write for new literature on Flame-Glo and U. V. 
lamps. When in New York, see our dramatic 


demonstration rocm. 


FLAME-GLO COMPANY, INC. 


WILLOW AVE. at 135th ST. NEW YORK CITY 











NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded 


from the floor. 


carpets, overnight without removing 
@Perfert for use with air-gun or 


re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


58 W. Washington Blvd. Oak Park, Ill. 














@Please Mention DISPLAY WORLD When 
Writing Advertisers 
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Here And there 


\bout this time last vear displaymen at 
every turn were bumping into photographs 
of the New York World's Fair and_ the 
Golden Gate International Exposition, and 


the architecture of the various exhibit build 


ings became as familiar as one’s own store 
ront. This vear, however, we take vou 
“Down Under” for the opening of — the 
Wellington, New Zealand, Centennial exhi 
bition—only to find that the buildings and 
gencral layout are faintly reminiscent. of 


Flushing Meadows and Treasure island and 
that exposition treatment during the yeat 
just ended apparently had a great deal ot 


similarity regardless of the location. 
\t any rate, 


several of the 


below is a group of photo 


graphs of buildings of the 


Wellington 


especially tor 


Centennial; the pictures were 
DISPLAY WORLD 
and, so far as we know, are the first to be 
United States. The Centennial 
got under definite during November. 

In the upper row, at the left, is the en- 
to the pavilion of the New Zealand 
government ; a night photograph of 


taken 


shown in the 
way 


trance 
Center, 
exposition—the 
to the 


the principal feature of the 


Centennial tower; right, the entrance 
British government pavilion. 
\t the lower left, the Australian pavilion; 


at the right a group of statuary depicting the 


amma 
ae «ate sic 
ede SIE ~ 

i 





Maori to New Zealand, and 
quoting from the explanatory tablet—in o1 
der to get the find that 
the individuals “Kupe ot 


coming of the 


spelling right—we 
concerned are: 


Raiatea, famous Maori navigator, his wit 
Hine Teaparangi, and Peka-Hourangi, the 
magician, voyaging from Hawaiki in thei 


canoe Matahorua in pursuit of a giant octo 


pus, discovered New Zealand about the tenth 


century. Hine, who sighted the land, gave 
it the Maori name of Aotearoa—Lan 1 of the 
Long White Cloud.” 

A bird’s-eyve view of the principal Mall 
will be feund elsewhere in this issue. 


\ccording to our good triend, C. H. An 


drews, who operates the Wellington display 
firm of the same name and through whose 
courtesy this material is presented here, 


attendance at the Centennial has not been 
up to expectations—in which, it might 
be mentioned in passing, the Centennial 
board of directors need not feel that their 
exposition is unique since both the great 
fairs in the United States last vear failed 
to come up to advance predictions. 

As for the ubiquitous statistics: The Cen 
tennial exhibition covers an area of more 
than 55 acres, its buildings more than 17 
acres, and its construction cost approxi 
mately half a million pounds. The paths 


—Several of the principal buildings of the Wellington, N. Z., Centennial Exhibition, which opened 


in November, are seen above. 


Upper left, New Zealand government building; center, Centennial 


tower; upper right, British government pavilion; lower left, Australian building; lower right, one 
of the numerous statuary groups—this one depicting the coming of the Maori to New Zealand 


about the time Lief the Lucky was landing on the shores of 


"Vinland."” Another illustration, 


showing the main Mall of the Centennial, will be found elsewhere in this issue— 
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through the grounds are the equivalent of 
more than 12 miles of main highway, there 
are more than 2,300 miles of electrical wir- 
ing, hundreds of miles of water mains, gas 
mains, and drains, and its electrical equip 
ment is capable of serving a city of 25,000 
people. It has its own banking branches, 
post office—with a special mailing division 
located on top of the Tower for the benefit 
of stamp collectors—customs, fire depart- 
ment, police force, first aid service, and 
so On. 

Quoting from the official program: “All 
these things are incorporated in a_ vast 
whole, designed to mark New Zealand's at- 
tainment of nationhood. Ina day’s walk vou 
can see all the Dominion on parade, not only 
as she is today but as she was in the begin- 
ning and will be in the future. You can 
trace the fascinating story of progress from 
the days of scattered huts to the modern 
cities of the present. . . . One of the finest 
buildings is the United Kingdom pavilion, 
while Australia’s greatest national display 
is housed in the unusual Australian pa- 
vilion, with its walls of glass and its spee 
tacular lighting. Twenty-six departments of 
state have impressive representation in the 
Government court; Canada, Fiji, Tasmania, 
and Calitornia have exhibits in the Motors 
and Transportation building; the Maori race 
has its own court... . At night the exhibi- 
tion is a bewildering galaxy of color, light, 
and ceaseless movement; by day its count- 
less flowers, its lagoons, and its imposing 
buildings are a magnificent spectacle domi- 
nated by the grandeur of the Centennial 
tower. . . . For six months New Zealand 
celebrates her one-hundredth birthday.” 


Light Pours From Walls 
Treated With New Material 


A newly invented material known as Lum 
ogen is now being produced in Germany and 
gives promise of providing many unusual 
effects in the field of display and interior 
illumination. Mixed with paint of any color, 
the substance glows brilliantly when exposed 
to ultra-violet rays (black light). As a mat 
ter of fact, Lumogen can be mixed with 
concrete, floor polish, or practically any 
other material, thus making its use possible 
for walls, pavement, or hundreds of othe 
applications. 

Its chief advantage is said to be low cost 
and excellent fluorescent qualities under all 
conditions, according to the New York 
Times. One kilogram costs less than 50 
cents and only a few grams are required to 
make a surface 4 feet square bright enough 
to be visible at a distance of several hun 
dred yards. It is necessary, of course, to us 
ultra-violet light to make the Lumogen 
treated material fluorescent. 


Ball Again With 
Rothschild's 


Stephen Ball, for the past four years ad 
ertising and display manager for Teppet 
Brothers, Selma, Ala., has joined Roths 
hild’s, of the same city, as part owner and 
anager. He had been with Rothschild’s 
efore becoming affiliated with Tepper 
srothers. 
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E405--EASTER RABBIT PANEL 


Illustrated at Left 


£6 In. Long, 40 In. Wide 


This most attractive extra lena?! 
1de of the new Rey 
rd in tht pink. pr essea 


jreen r ro nd w 


List Price...... Each $2.50 


Dress Up For Easter with 


DISPLAY Reyburns MATERIALS 





See Them at Your Display Materials Wholesalers 


THE REYBURN MANUFACTURING CO., INC. 
DISPLAY DIVISION 
NEW YORK PHILADELPHIA CHICAGO 
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E411—EASTER CORNICE TRIM 


Illustrated Below 


50 Ft. Long, 9 In. Wide 


aN y £ 
yellow, red, green, brown, and blue. 
List Price...... Roll $3.00 
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Try them and you'll agree. 


regu'ar display equipment jobber. 


EATON BROTHERS CORP. 








We EATON GRASS MATS 


The new 1940 Eaton close-cropped Grass Mats are brightening 
up the windows and counters of leading stores everywhere. 


Prompt Delivery from Your Display Jobber! 


Avoid possible delay later on by ordering ycur requirements now from your 


Hamburg, N. Y. 


(Fomerly Hamburg Floral Mfg. Co., Inc.) 













































; SOLVES ALL 
A Ne MOULDING 
PROBLEMS 


Green, Blue, Red, Gold, Chrome, Stainless Steel, 
Aluminum, Bronze, Brass, Metal Covered Mould 
ings. 


Snap-On Mouldings in Newest Shapes 
Edgings and Nosings FRAMES 
Low Prices — Immediate Deliveries 


AMES METAL MOULDING CO., Inc. 








225-229 East 144th St. New York, N. Y. 
Easy Monthly Terms 
@Please Mention DISPLAY WORLD When THE KOESTER SCHOOL 
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WINDOW DISPLAY 
Send for New 1939 Complete Catalogue “’S” A D V E R T | S | N GS & 
We are Manufacturers Cc A R D W R ITI N GS 


BY CORRESPONDENCE 
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HAVE YOU SEEN 


~ NEW 
LINE 


DA RI d ake 
DISPLAYERS 


METAL 
LUCITE 
COMPOSITION 
PAPIER-MACHE 









































Yes sin/ AND DONT 
YOU MISS THE CHANCE 
OF SEEING THESE SMART 
NEW DARLING DISPLAYERS 
FOR SPRING TRIMS. I'VE 
GOT MY ORDER 

IN NOW. 





DISTRIBUTORS 
IN ALL THE 
LEADING CITIES 
WRITE FOR 
NAME OF ONE 
NEAREST YOU 


DARA 
ES 


L. A. DARLING COMPANY 


BRONSON MICHIGAN 
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NumerousAdvantages with 





Fluorescent Installation 


By M. R. MATTESON 
Curtis Lighting, Inc., Chicago 


of Otto Schemming, Quincy, IIL, 
26 feet wide by 90 feet long 

His problem was to lay out 
lighting 


The store 
has an interior 
by 10 feet high. 
the store equipment and design a 
scheme to do the best possible job of selling 
men’s and boys’ clothing and furnishings. 

The display plan was to offer the smaller, 


quickly sold merchandise, such as ties, socks, 
shirts and other goods which are bought on 
sight, at the tront of the store, with mer- 


chandise such as hats, sweaters and jackets, 


which are usually tried on before purchase, 
center of the store. 
that are bought with more 
and often necessitate fittings, 


rear of the store ina 


on display toward the 
Suits and coats, 
and time 


to go toward the 


care 
were 
similar 

It is interesting to note that although the 
is neatly classified and located 
store, the 
taking in at 


arrangement. 


merchandise 
in respective portions of the 
of the 
one glance the 
which Schemming’s has to offer. The 
tect for the store, 
credit tor this excellent 
although he hurries in to buy 


eyes 
can not avoid 


range of 


custome! 
merchandise 
archi- 


entire 


C. Behrensmeyer, deserves 
layout. No 
only a 
pair of that 
Schemming’s is a store with a complete line 
furnishings. The open stock 


cus- 
tomer, 
gloves, can escape knowing 
of clothes and 
shelves and suit racks assure adequate dis- 
play of goods. 

The lighting system is in the 
lighting tradition. It is an intrinsic 
the merchandising scheme of the 
complementary to the 


best modern 
part of 
store, as 
well as decorative 
scheme. 


—A view of the interior of the Schemming 
men's store, Quincy, Ill., in which all lighting 
is of the direct-indirect fluorescent type. . . 

(Photograph courtesy Curtis Lighting, Inc. hee 


The system is 100 per cent fluorescent 
This was decided upon because of the fact 
that most of the articles sold in a men’s 
furnishing store are purchased according to 

Fifty per cent of the 
buys one jacket instead of another is 
» likes the color, it match 
es or harmonizes or contrasts with some ar 
ticle of clothing he already 
to get. With fluorescent lighting the appeal 
and vitality of colored materials are brought 
Schemming knows that 
in his 
as pleased with it when 
he wears it out in the daylight as he was 
when he bought it... there’s no disappoint 
ment after the purchase and there’s no dis- 
satisfaction in regard to Schemming’s. Re 
turns are cut to a minimum. 

Another 


color. 
man 
because he 


reason why a 


because 


has or is going 


out with exactness. 
every customer who buys merchandise 


store will be just 


fluorescent 
value it has. An 
installation is. still 
. people still are curi 


reason for choosing 
lighting is the publicity 
all-fluorescent lighting 
comparatively new 
ous and interested in this illumination which 
so closely approximates daylight. Thirdly, 
Schemming, who wanted good, high-level 
lighting, was thinking of his own pocketbook 
and how much he was going to pay out of it 
over a period of five to ten years. The watt- 
age consumed by the fluorescent installation 
to produce the high intensity lighting which 
much animation and cheerfulness 
selling atmosphere of the 
that which would be 
sustain an incandescent in- 
same intensity. 


puts SO 
into the 
one-third of 


store is 
about 
necessary to 
stallation of the 


The installation is a combination direct- 
indirect fluorescent system. The direct 
lighting supplies the sparkle and “punch” 


high intensity down lighting. The indi 


rect element provides eye-comtort, smooth 
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over-all illumination and cheerfulness to the general store layout. 

The direct lighting equipment consists of thirty-eight 40-watt 
48-inch daylight fluorescent lamps inside of three long ceiling 
coffers. In the coffers running on either side above the display 
cases and show cases, a single line of 40-watt lamps is installe 
(six lamps, in all, above the tie and shirt section; ten, in all, above 
the hat and sweater section). 

The center line of broader. It accommodates two 
parallel lines of lamps toward the front, and tour parallel rows 
toward the rear of the store where the suits are displayed and the 
fitting rooms are situated. (Thirty-three lamps in all are used 
in the center panel.) The coffers are painted white inside to in- 
crease their reflecting efficiency. To avoid glare, as well as to 
interrupt a view of the coffer interiors, sand-blasted glass louvers 
have been installed on 2-inch centers running perpendicular to the 
direction of the coffers. 
attractive and functional. 

The indirect lighting equipment is installed in coves which run 
atop the wall cases around both sides and the rear of the interior. 
Fifty 40-watt fluorescent lamps are mounted in asymmetrical reflec- 


coffers is 


This scheme has proved to be at once 


tors. 

This direct-indirect lighting installation has been most success- 
ful in putting light to work in the store as a selling agent. It 
makes an immediate, pleasant impression upon those entering the 
store; assists in directing attention to the range of merchandise 
carried; stimulates the desire to buy and inspires confidence in 
customers by displaying colors and qualities in adequate color-true 
light; by increased intensity of lighting in rear of store, draws 
people to the section where the higher priced merchandise is sold; 
by stepping up intensities over fitting room section facilitates tailor 
ing, and complements the modern streamlined appearance of the 
interior. 


Second Clinic For Coast 

Two hundred and sixty display and advertising managers at 
tended the second Display Clinic on January 15, at the Alexandria 
hotel, Los Angeles. 

Held under the joint sponsorship of the Southern California 
Display Club, the Display Manufacturers of Angeles, and the 
Chamber of Commerce, the clinic consisted of three related activi- 
(1) exhibits of lines by fifteen leading display manufacturers 
of Los Angeles; (2) six practical demonstrations on window display 
practice; and (3) the annual banquet of the Southern California 
Display Club. 

Modern display booths, ranged around the walls of the Indian 
room, scene of the clinic, housed exhibits of the manutacturers co 
operating in the event. 

2 until 5 p. m., six practical demonstrations of 


From a 
display technique were presented by the staffs of 


Los 


ties: 


window 
Angeles’ 
largest retail stores. An attentive audience of over 200 displaymen 
attended these demonstrations, which included: “Men's Clothing 
and Furnishings,” Blu Pinell and Mark Kelly, Desmond's; “Ready 
to-Wear and Accessories,” Harvey Pettit and Louis Hodges, Rob 
inson's; “Lingerie,” Louis Porchia and Verne Langford, Bullock's; 
“Silks and Yardage,” John Cooke and Walter H. Cooke, Coulter's ; 
“Furniture,” Roy Stewart and Howard Barker Brothers: 
“Correct Window Lighting,” Oscar W. Meissner, Bureau of Power 
& Light. 

At 7 p. m. the Southern California Display Club held its annual 
banquet, with 200 in attendance. Featured speaker of the evening 
was Brown S. McPherson, sales and publicity director, the Broad- 
Department Store, whose topic was “The Sales Promotion 
Value of Display.” Widely known as a keen student of retailing 
methods, McPherson made several telling points on the importance 
of display as a part of coordinated, store-wide promotion. 

His address was followed by a second presentation of the “Cor- 
rect Window Lighting” demonstration which had been given during 
the afternoon by Oscar W. Meissner. Unusual effects in light and 
color opened the eyes of many present to new opportunities for 
more effective display. 

John Flotten, Harris & Frank, past president of the club, and 
John E. Cooke, Coulter's, presented a comic skit on “The Display- 
man’s Problem” which had many a sober truth concealed in its 
chuckles. 

Harry Hamilton, advertising and promotion director, H. C. 
Henshey Company, Santa Monica, acted as toastmaster and intro- 
duced prominent visiting retailers, including many from northern 
California, Arizona, and Utah. 


Los 


Deebe, 


way 
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MITTEN’S 
DISPLAY 
LETTERS 


offer the most PLEASING way of saying it! 


* PLEASING to the Customer 
* PLEASING to the Display itself 
* PLEASING to the Merchant and 


Displaymen! 


and Because 


MITTEN’S DISPLAY LETTERS do the job Quickly. Forc- 
ibly . . . Economically ... and save hours of time in 
sign preparation. They belong on your Sales Force! 


MITTEN DISPLAY LETTERS 


REDLANDS, CALIFORNIA 
& 
New York Distributors 


BRANSBY & HEWITT, 1600 Broadway. New York City 















You Have Not Seen 


REAL VALUES 


ARTIFICIAL FLOWER 
DECORATIONS 


until you have inspected 
Botanical’s Spring 
Presentation. 


If you have missed seeing the 
line, get a copy of our Spring 
visit Display 


catalog and our 


Rooms when in Chicago. 


Botanical Service is as note- 
worthy as its merchandise and 


prices. 
+ 


BOTANICAL DECORATIVE 
SUPPLY COMPANY 


325 WEST MADISON STREET 
CHICAGO, ILLINOIS 











Animate 
with 


Motion! 





For Display Animation 
SpeedWay Presents: 
@eThe MOTIONEER 
--lowest priced electric pendulum unit. 
eFLEA POWER MOTORS 
—any size, any speed, any current. 


eSPEEDWAY TURNTABLES 
—a complete line from 5 to 500 lbs. capacity, 
any speed, any current. 


@®EXPERT TECHNICAL SERVICE 


—FREE motion mechanism designing service. 


the 
MOTIONEER 








Write for new Catalog showing the complete 
line from the ‘‘Headquarters for Motion.” 
Display Motion Division 


SpeedWay Manufacturing Co. 
1839 S. 52nd AVE. CICERO, ILLINOIS 
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By JOHN L. KING 
Managing Director 


I have received some few comments since 
the National Retail Dry Goods convention, 
held a couple of weeks ago, regarding the 
suggestion of Jerome E. Walter, The Namm 
Store, Brooklyn, that a display group be 
formed within the N. R. D. G. A. 

While Walter stated in a talk before the 
convention that display membership in the 
N. R. D. G. A. need not and should not af- 
fect the status of the International Associa- 
tion of Display Men, he evidently overlooked 
the fact that the I. A. D. M. represents not 
only the displaymen of one district, but in 
displavmen of the entire 
nation would be a much more_ beneficial 
medium for assisting the N. R. D. G. A. in 
research of any sort than any new organized 


representing the 


group of displaymen who did not have the 
cooperation of the many members belonging 
to the I. A. D. M. or covering the territory 
that the I. A. D. M. covers. 
Some time ago the I. A. ID. 
\lan A. Wells, manager of the Sales 
Kk DEG. Ai 


tive to a plan by which an affiliation of the 


M. contacted 
Pro- 
motion Division of the N. rela- 


two respective organizations could — be 
worked out. | do hope that plans can be 
completed for presentation to the 1940 con- 
vention of the I. A. D. M. in Detroit this 
June and I believe that if such an affiliation 
can be worked out it will be very beneficial 
to both organizations. 


1940 


were 


Floor plans for exhibitors at the 
[; “A. De oM. Detroit 
placed in the mail on Saturday, February 3. 
Interest in the exhibit rooms on the twelfth 
and thirteenth floors of the Hotel Statler 1s 
that a 
wrote association headquarters for reserva- 
tions before the floor plans and prices of 


convention in 


so great number of manufacturers 


these rooms were released. These manu- 


facturers requested rooms with which they 
were familiar because of past tenancy there 
and their requests were left open to whatever 
price the I. A. D. M. should name for them. 


It is interesting to note that exhibit spac 
for the June 24-27 convention shows a sharp 
reduction in cost from that of the past few 
years. The average booth rents for practically 
one-hali of the amount charged for space in 
New York City in 1939. The reduction gives 
the exhibitor a chance either to save on the 
amount of rental or to reserve practically 
two kooths this year for the 1939 price ot 


one. 


> 


The suggestion made at the N. R. D. G. A 
convention that display budgets should be 
based on the individual 
and not on a 
has aroused a considerable amount of dis 


requirements — of 
stores percentage of volume 
cussion and it may help the progress of dis 
play recognition and advancement. The | 
fy. “D; holding 
an open torum at the convention on this sub 
alone. So gather thoughts to 
gether now, fellows, for a good hot session 


M. is considering seriously 


ject your 


in June. 


national will indicate 


that displaymen in some of the smaller towns 


Recent publicity 
in various parts of the country are breaking 
into the limelight. Atlanta led the 
ago with its introduction and 
merchandise tie-ups of “Gone With The 
Wind.” Greensboro, N. C., very) 
successful Christmas prevue 
wide cooperation between the stores was ac 
using the title of a 
of its display. 
This is an example of splendid cooperation 


Way a 
few weeks 


staged a 
wherein. city 


complished, each one 
popular song for the theme 


The more cooperation 
field, the 


among displaymen. 
of this character in the display 
faster display will pregress. 


Burdine’s, Miami, recently introduced a 
new type of lighting known as Zeon tubes, 
as used in the windows of the newly opened 
Some of the 
display methods and some of the most in 


Lincoln Road store. smartest 


genious displays very often come from parts 


of the country which are far removed trom 


—Distributors of Korrect-Way display products at a luncheon given at a recent meeting at 
their St. Louis headquarters, at which time announcement was made of Korrect-Way’'s new lines 


for 1940— 
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, RUBBERLITE 


CULVER MENS 
: MANNEQUINS 


Outstanding new features in- 





| clude improved cape shoulder, 
¢ improved wooden arms with 





simplified ball-socket, adjust- 

able waist, interchangeable 
al with leg poses and the finest 
: line of men's heads in America 
‘ today. 

Cast in genuine RUBBERLITE, 
P the new Culver figure elim- 
, inates the hazard of break- 
: age and assures permanency. 
DURABLE DISPLAYS, Inc. 
n Factory 

2010-2018 S. Halsted St., Chicago 
Showrooms 





4 W. 37th St., New York, City 
742 S. Hill St., Los Angeles, Calif. 






















ARTIFICIAL 
FLOWER CO. 


“HAFCO” 1970 CAHUENGA BLVD. 


CREATIONS 


% HOLLYWOOD 
CALIFORNIA 


COMPLETE FLORAL DECORATIONS 
FOR ALL PURPOSES x x * 
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the great metropolitan areas, indicating that 
the displayman does not need to be a “big- 
towner” in order to win acclaim and promi- 
nence in the display industry. 

This leads up to the National Photo- 
graphic contest of the I. A. D. M., which 
terminates at the convention in June. Dis- 
playmen should begin to accumulate photo- 
graphs now to cnter this contest. There 
are seventy-five different classifications un- 
der which photographs may be entered and 
there are three prizes for each classification, 
making a total of two hundred and twenty- 
five national awards for window display 
proficiency—so that a displayman in Podunk 


or any other remote locality has an equal 
opportunity to prove his ability. 


And now here’s an invitation from J. W. 
Rattner, sales promotion manager, Good- 
win's, and a member of the Detroit Display 
Club: 

“Come to Detroit this vear and enjoy the 
I. A. D. M. convention to be held June 24 
to June 27. We plan to give you a meeting 
that will combine all that is wanted in point 
oft-sale advertising, with the necessary ele- 
ments to provide vou with a real vacation. 

“Situated on the Detroit river, across from 
Windsor, Canada, the city offers visitors a 
complete selection of summer sports. There 
is boating, goif, tennis, racing, and baseball 

to name a tew. Fred KE. Anderson, pro 
gram director, and H. W. Weaver, director 
of entertainment, plan to make this type ot 
relaxation available to all. 

“Many of you will probably be interested 
in the numerous historical and = industrial 
sights of this motor metropolis. The out- 
standing combination of these native ele- 
ments will be found in the Ford factory, 
Ford rotunda, and Ford’s Greenfield village 
The latter alone is well worth a special trip 
Many other great automobile plants are lo 
cated in Detroit and vicinity, and all are 
more interesting than you can imagine. 

“We are arranging to make the convention 
enjoyable for the women, also. Mrs. F. E 
Whitelam, director of ladies’ activities, is 
already at work organizing a complete pro- 
gram ot delightful days for the feminine 
visitors. Details of this program will be 
announced later. 

“Aside from convention doings, there are 
many night spots and theatres to provide 
exciting diversion. Famous bands play in 
Detroit at our many amusement parks and 
dance centers. For those who enjoy quieter 
evenings, there is our famous Art museum 
and other cultural point of interest 

“All this is just a glimpse of the great 
variety of entertainment available to you 
who attend the 1940 convention of the I. A 
D. M. It is in addition to what promises 
to be one of the greatest conventions in the 
history of the association. 

“The Detroit Display Club and all Detroit 
awaits your visit to this great city of fine 
shops, beautiful hotels and theatres, with 
plenty of room to rest and play, day and 


night.” 


More Space For 
Jac Bertz 

Jac Bertz Studio has announced the en 
largement of the firm’s quarters at 314 East 
Ninth street, Los Angeles. Bertz is a 
sculptor and mannequin stylist. 
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MILEO 


MANNEQUINS 


chosen by the better stores 
FACES of distinction; charming, 
sophisticated. 


FIGURES CORRECTLY PROPORTIONED 
to display all new dress and coat styles. 


In standing and flexible effects, including 
the new ‘‘action” poses. 


Write for Photographs 


7 West 36th St., Sour ey 


BRISCHOGRAPH 


largest 





natural, 











The world’s best known and 
selling enlarging projector. 

An essential unit for displaymen, retail 
stores and display studios, at a moderate 
price. 

The popular 3/10 model costs only— 


$25.00 
Write for descriptive circular 


The Brisechograph Co. 
26 W. Weisheimer Rd. Columbus, Ohio 











Lighting one after an- 
other, without motor, 
without wiring—that’s 
the new idea of our 


electrical contacts and 
color flashers. Time- 
able, AC, DC. Write 
for details. 


BESBEE PRODUCTS, TRENTON, N. J. 








Birds and Animals 


For 


Window Displays 


Also Glass Eyes for Manikins, annua and Birds 


Schoepfer Taxidermy Studio 


1200 Broadway at 29th St. New York City 








THE “REVOLVING SALESMAN” 
AC DISPLAY TURNTABLES 


Noiseless—Inexpensive 
Write for Details 


WOERNER ADV. & MFG. CO. 


BELLEVILLE, N. J. 








SARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
eSigns @ Backgrounds 
@ Displays @ Fixtures 
Send for free Sample and Literature 


' 228 NO. LASALLE ST. 
Carstenite Sales 7? Oo; AGO iL. 
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The Census and Display 


By A. W. VON STRUVE 
Department of Commerce, Washington 


Questions are the keynote of 1940, the year 
of the Sixteenth Decennial census of the 
United States. Virtually everything that 
Americans do, make, buy, or sell, comes un- 


der the ken of the census enumerator in one 
form or other, and every individual in the 
country—which means every displayman, 


store executive and owner, clerk and bundle- 
wrapper, deliveryman, customer, and poten- 
tial customer—will be personally enumer- 
ated as to age, birthplace, background, edu- 
cation, occupation, income, and so on. 

Every store of whatever size, every dis- 
play and advertising service, every beauty 
parlor, interior decorator, and manufacturer 
and distributor of goods of all kinds, will be 
listed according and nature of busi- 
ness, and will be—or has already been— 
called upon to answer a host of census ques- 
tions operations for the year 
1939. Towns, counties, and states will 
be newly rated as to population and business, 
and an up-to-date picture will be drawn of 
the current state of the entire union and all 
its Component parts. 


to size 


concerning 


cities, 


In other words, not a person, store, busi 
ness, factory, mill, farm, home, or institution 
of whatever size in any part of the United 


States or its territories and possessions, will 
escape the probing pencil of the 1940 census 
And the statistical informa 
useful in many 


man. resulting 


tion will be Ways. 


There are many different angles from 
which the census idea might be handled by 
the alert displayman. A window or series 
of windows might be draw up, say, showing 
the relationship between growth of a store 
and the city in which it is located, with pan- 
orama scenes of a pioneer settlement and 
the log “general store,” which became “Smith 
& Co.” Allied panels of period costumes 
could show fashions when the first U. S. 
census was taken in Blanktown and in 1940 
Quite a little local historical interest could 
be worked into such a project, since the 
first census of the United States was taken 
in 1790—150 years ago this year—and has 
taken at regular ten-year intervals 
ever since. 

Growth of 
pictured. In 
grossed but 


been 


store business could also be 
1840, say, the little shack 
$20,000 on a cash-barter-and- 


carry basis. Its furthermost customers trav- 


elled by horse and buggy for three days to 
reach the store. In 1939 the store’s “take” 


passed the $3,000,000 mark, its customers 
driving in from a three-hour radius and its 
trucks serving a hundred and fifty mile cir- 
cle. Growth of the could easily be 
tied in with growth of the community, prov- 
ing the establishment an important factor 
in the development of a trading area. 

Sources of factual information for 
displays would be the store’s own books, of 


store 


such 





—Wellington, New Zealand, opened its Centennial Exhibition a couple of months ago. The view 
above is from the Centennial tower, looking toward the entrance on Kingsford-Smith street— 
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Schack 
SAYS... 


"Our early Spring cat- 











alog went over with a 
bang. Did you get your 
copy? If not, send for 
it while the supply lasts. 


Our mid-summer spe- 
cial flyer will soon be 
ready. Be sure to get 


on our mailing list." 


SCHACK 


ARTIFICIAL FLOWER CO. 
319-327 W. Van Buren St. 
CHICAGO, 















complete 


SPRING & SUMMER 


Be 
ine 


NEW YORK—130 WEST 46th STREET 





DISPLAY WORLD 


Census of Population vol 


course, the U. S. 
umes for past years (to be found in practi 
cally library) and the displayman’s 
own fertile brain. 

Every item sold in every store comes un 
der at least two 1940 censuses—the census oI 
manufactures and _ the 
The 
the basic production of raw materials such 
metals, sand, 


every 


census of business 


census of mines and quarries covers 


as minerals, chemicals, ores, 
coal, oil, etc 

Thus a store located in a glass-plant sec- 
tion could further civic pride by presenting 
an educational exhibit of glass “as the cen 
sus man local tacts 
with miniature or full-sized figures depicting 


sand-digging, refractory scenes, glass-blow 


sees it” and figures, 


ing, and samples of home-town ware with 
cards or graphs showing the position of the 
city with regard to allied activities through 
United States.  Inoffensive 
cards would remind the win 


out the “come 
in-and-ask” 
dow-shopper that the store personnel might 
be persuaded to sell items akin to the sam- 
ples on display. 

Figures covering state or regional produc 
tion of glass and other industrial products 
can be gained from the 1937 census of manu 
Other products of com- 


factures reports. 


modities can be handled in a similar man 


ner. Current figures, basic statistics cover 
ing the calendar vear 1939, will be released 
by late early fall of 1940, 
detailed reports following as rapidly as pos 
sible thereatter. 

The Sixteenth 
different 
itself, comprising eleven different topics cf 
\lready started 
in January, are the business, 
manutactures, and mines and quarries. Start 
April will be the censuses of popula- 
agriculture, and drainage and 


summer ot! with 


Decennial census is really 


seven censuses, each complete in 


inquiry. underway, having 


censuses ol 


ing in 
tion, housing, 
irrigation. Conducted as part of the popu 
lation enumeration will be national checkups 
on employment, unemployment, usual occu 
pations, wages and salaries, and education. 

Display services will be enumerated under 
the census of They will be re 
quired to furnish the census bureau with 
] rendered 


business. 


facts as to receipts for services 
and supplies furnished or sold during 1939; 
payroll totals, employment figures, and the 
like.  Displaymen 
stores, ot course, 
the establishment's own employment returns 


regularly emploved by 


will be accounted for on 
but only as employees and not by 
tion. 
formation, stores of all kinds are required to 


occupa- 
Besides employment and payroll in 


file answers to the bureau's questions on na 
ture of business, proprietorship, stocks on 
hand and accounts receivable, dollar totals 
of sales by commodity groups, ete. 

Answers to the census bureau's questions 
are required by act of Congress. The same 
statute, however, prohibits the bureau from 
disclosing individual items from statements 
and allows the use of returns for statistical 
purposes only. Census declarations can not 
be used for taxation, regulation, or investi 
gation. 

The director of the census, William 
Austin, U. S. Bureau ot the Census, Wash- 
ington, has declared that the will 
willingly cooperate, insofar as its facilities 
will allow, in supplying any facts, figures, or 
other information, needed in the preparation 
of displays such as suggested herein. 


Lane 


bureau 
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Proportioned Hose 
Steals the Easter Show 


FAIRY TIP-TOE FORMS have al 
ways produced glamorous displays and 
put naturalness and realism into hosiery 
showings, but now with these beautifully 
shaped forms in proportioned sizes, you 
can develop displays that are sensational. 


Today, the public thinks of proportioned 
hose as different length stockings. But, 
model them on these delicately poised, 
featherweight, Fairylite limbs, and im 
mediately they alluring, per 
fectly fitting, exotic hose that beautify 
regardless of length. 


become 
all legs 


every display manager realizes the pow 

erful sales appeal of Fairy Tip-Tor 
Forms in their three effects—NeEuTRA- 
Toner, for perfect color presentation ; 
GLAMOUR-GLO, for glamorous treat- 
ments, and TRANSPARENT, for the exotic 
modeling ot and clearness. 
Now, add to this an alluring emphasis on 
perfect fitting hosiery for every leg 
length, and you have an unbeatable sales 
producer, 


sheerness 


Fairy Forms are sturdy and strong and 
will give long service, yet they are ex- 
tremely light in weight, easily handled 
and washable. 


Write for complete details and prices 
—it will pay you in increased profits. 


Address Dept. DW-2 


SHOE FORM CO. INC. 
AUBURN N. Y. 











ELLEN KAUFMAN 
STUDIO 


420 Fourth Ave., New York City 


Telephone Lexington 2-2433 


Unusual Display Heads and 
Busts of Originality, 
in Various Media 


I take this means of thanking 
all those display managers 
who by their interest and en- 
thusiasm in my new line of 
display figures have made it 
possible for me to take larger 
quarters, after only four 
months in the field. 


Ellen Kaufman. 








RUBBER 
MILLINERY HEADS 


“no chip—no crack—no break” 


$3.75 each 
Distributors Wanted 
Send for photos of our new series 
JULES KENNER HYMAN 
Tioga & Almond Sts., Phila., Pa. 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 


314 N. Eutaw St. Baitimore, Md. 














GLASS SILK (SPUN GLASS) 
Beautiful Waterfall, Ice and Snow Effects, Motion 
Displays with and without Colorful Lighting, Pure 
White—Fireproof and Verminproof. 

Also Glass Tubes, Rods and Gazing Globes 
If Your Jobber Does Not Handle 
GLASS SILK Order Direct... 

Manufactured by 
FRIEDRICH & DIMMOCK 
Factory: Millville, N. J. 
Sales Office: 7 East 42nd St., New York 








JUST OFF THE PRESS 


OUR NEW 1940 CATALOG 
Forty Pages—An Idea on Every Page 


IT Is FREE For THE ASKING 


THE FIXTURE MART Ine. 


314 W. JACKSON BLVD. CHICAGO 











HEXCHROME 
COLOR.IN-MOTION 
LIGHTING 


Your Dealer or 


GoldE Mfg. Co. 


1214 W. Madison St. 
Chicago, Ill. 








ePlease Mention DISPLAY WORLD 
When Writing Advertisers 
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$2,000 In Prizes 
In Devoe Contest 
The third annual Devoe Art contest, this 
vear featuring magazine cover design, has 
been announced. Forty cash awards amount- 
ing to $2,000 have been arranged for this 
which is open to all artists in the 
States, whether professional, art 
amateur. The 


contest 
United 
student, or 
\pril 30. 
Entrants will submit cover designs for any 


contest closes 


of five national magazines participating in 
the contest—American Home, Collier's, For- 
tune, The New Yorker and Woman’s Home 
Companion. Each publication has contrib 
uted some of the prize money and magazine 
art editors will act as the judges. 

entry blanks can be obtained at local art 
stores throughout the country or by writing 
to Devoe & Raynolds Company, 34 Oliver 
street, Newark, N. J., attention Art Contest 
Division. This contest, as in the past, is 
non-commercial in that there 1s no 
co” enter. 


entirely 
entry fee and nothing to buy 


Modernization Nears Completion 
For De Weese, Pittsburgh 

The De Weese Display 
pany, 132 Seventh street, 
completed the remodeling and expansion of 
Included are the addi- 


Equipment Com- 
Pittsburgh, has 


the firm's showroom. 
tion of 1,500 square feet of floor space and 
a mannequin stage 45 
Work is nearing completion 
into 
Jack 


the construction of 
feet in length. 
on a new modern front which extends 
the showroom for a distance ot 17 feet. 
De Weese plans to celebrate the finished job 
about time the firm 


will present a lavish mannequin and fashion 


February 20, at which 


exhibition. 
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Cleveland Meeting 
Well Attended 

The Cleveland Display Club held “DIS 
PLAY WORLD Night” in the Wessex room 
of the Hotel Carter on January 15, with 
President Ed Osterland in the chair. R. ( 
Kash, editor of the publication, was the 
speaker, discussing the consumer movement 
and its relation to display. A question-and 
answer session followed the address. 

Bert Zahn, manager, graphic arts division, 
Sherwin-Williams Company, invited the club 
to attend a demonstration of silk 
processing and flocking to be held at a tu 
ture date at the Sherwin-Williams honx 
offices. 

A representative of the Cleveland Fashion 
Guild was present to request the help of the 
club members in holding a special style pres- 


screen 


entation in February. 


Maxwell To Manufacture 
Mannequins, Forms, Etc. 

The Frank D. Maxwell Corporation, 240 
West 40th street, New York City, recently 
leased an additional floor at that 
and will use the space for the manufacturing 


address 


of the firm’s own line of mannequins and 
millinery heads. A complete wood-working 
plant will be operated in connection. 
Coincidentally, Maxwell’s showroom. has 
been altered into an 


display room which had its formal opening 


elaborate mannequin 


on February 10. 


Torrance Named 
Ad Manager 

Lew Torrance, formerly in charge of dis 
play for Montgomery Ward & Co., Houston, 
has been appointed advertising manager. 


—''They just won the Hickok contest!''— 
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BLACK 
LIGHT 


for Fluorescent Displays 


Wonderlite 
Ultra Violet Lamps 


Screw into reflectors like ordinary lamps. 
Produce brilliant effects on fluorescent 
paints on backgrounds, costumes, drapes, 
etc. No transformers or auxiliary equip- 
ment required. Use 105-120 Volts AC or 
DC. Write for Bulletin. Prices: 50 Hr. 
300 Watts—-$2.00. 200 Hr. 325 Watts—$3.00. 
300 Hr. 500 Watts—$4.00. 


WONDERLITE COMPANY 


14-W Northfield Ave. West Orange, N. J. 

















- « BAMBOO 


Put that Tropical Appeal 
in your Spring and Summer Displays 
with NATURAL BAMBOO ... 
Immediate delivery from the largest stock in the 
U. S. All sizes from % inch to 7 inches in diameter. 
Write for samples of Fabricated Bamboo and 
Bamboo Screening. 
PACIFIC BAMBOO PRODUCTS, INC. 
\ 6701-15 Eleventh Ave. Los Angeles, Calif. 








GAY COLOR REIGNS SUPREME 
IN NEW YORK DISPLAYS 


[Continued from page 5} 


green waxed paper, the entire front stretch 
Was given over to charming interpretations 
ot different chapter headings from the book 

.. “Plant a Posy in your Penthouse” 
“Match Your Dress to Your Plowers 
“Sunday Breakfast—FEggs and Orchids” 
and in the window illustrated on page 5, 
“Flowers have Press Cards to every spot 

even her Dressing Room.” (Also see 
the photograph on page 49.) 

With ceiling high blow-ups of lingerie 
frills in crisp white paper, L. E. Vollmer, 
Franklin) Simon's new” and_— enterprising 
oung display director, accentuated — the 
springlike appeal of “Navy and White 
brilliantly staccatoed with cherry red” in a 
recent Fifth avenue series. One of these 
lisplays is seen on page 5. 

Framing the mannequin on the round, 
herry-painted platform, the giant lapels 
ere are edged with a triple row of lace pa- 
er frills and adorned with a corresponding- 

large and amusing replica of one of those 
ashionable jeweled lapel “bugs” done in sil- 


er foil and red glazed paper. Three compan- 
n windows feature a variation of the lapels, 


PIisPLAY WoORLD 






—A new display development called Sculptura 
tiles forms the background panel for this dis- 
play from Best & Co., New York City— 


and demure bib collars with and without 
matching cuffs, all made of the seamless 
paper worked like fabric into tucks, bows 
and frills and still managing to look just 
like paper—which is the outstanding charm 
of the windows 


Polaroid's Display Division 
Headed By Baratelli 

Polaroid Corporation, Cambridge, Mass., 
has announced the appointment of Charles 
Baratelli to the firm’s sales division. Bara- 
telli’s first assignment will be to manage the 
newly created Polaroid Display Division 
which includes a line of standard and custom 
made Polaroid color displays for advertising 
and decorative purposes. 

First used on a large scale at the New 
York World’s Fair by such exhibitors as 
Chrysler and Ford, Polaroid color display is 
created by inserting certain colorless mate- 
rials between sheets of Polaroid film. The 
resulting colors in these materials have been 
described as unequalled by any other type 
of color display both in brilliance and at 
tractiveness. 





—Another of the Bonwit Teller "Fun With 
Flowers’ displays, by Tom Lee— 
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Give new life. movement. 
color to your window dis- 
plays this inexpensive way 


Selectroslide Jnr. 


Illustrate the theme of your display 
with natural color 35 mm film. Selec- 
troslide Junior projects sixteen 35 mm 
film slides automatically, without at- 
tention. Small, compact, easily in- 
corporated into your displays. 


Write today for descriptive catalogue 


SPINDLER & SAUPPE, INC. 


86 THIRD ST., SAN FRANCISCO 











Made of mould- 
ed Superlatex. 
Full round, un- 
breakable. 


Washable _ two- 
tone finish: Yel- 
low with either 
Orchid, Blue or 
Green. 


Three heights: 
9%”, 11”, 11144”. 
Use sets for ex- 
tra effective- 
ness. 


Price per Set 


$16.50 


Quantity prices 
on request. 


Also various 
size Easter Eggs 


CREATIVE ART DISPLAY CO. 


Manufacturers of Moulded Displays 


36 W. 34th St. New York, N. Y. 
















Send for the 


“In 1891 


AIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 
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Question: I am interested in obtaining in- 
formation pertaining to unions for men em- 
ployed by installation services. This hap- 
pens to be a paramount subject among Con- 
necticut installers at the present time as 
there is no union in this state as yet. How 
should we go about forming a union? 
Should it be part of the C. I. O. or the 
A. F. of L? What about price demands? 
What are the price standards in othet 
states? New Haven, Conn. 

Answer: This subject is much too lengthy 
to be covered in the Questions and Answers 
column, and since your letter was unsigned 













a reply by mail is impossible. However, you 





might write E. Harvey, business representa- 
tive, Local No. 1154, Displaymen & Commer 
cial Decorators Union, Los Angeles, for 
whatever information he may be able to give 








you on this subject. In a recent letter he 






reported on the unionization of installation 






men in his territory. 







Question: We want to make some special 
displays involving the use of glass sheets 





into which a design has been sandblasted 










How should we go about this, and where = small stores a number of years ago as com- 
can we have the sandblasting done? Las _ pared to the present? Spokane. 
Vegas, N. M. Answer: According to the General Elec- 
Answer: Fasten a sheet of tough paper tric Company’s “Magazine of Light,” the 
over the glass, using rubber cement as the following foot-candles of illumination wer: 
adhesive. The design is lettered on this and in use for average small store lighting for 
then cut away with a sharp knife. The the years named: 1912, five; 1922, five and 
remaining paper protects the surface of the one-half; 1932, six and one-half; 1939, nine 
glass while the sandblasting is in progress. and one-half. 


PLAN OF BACKGROUND USING COLORED FLUORESENT LAMPS 






sl COLORED FLUORESCENT LAMPS 
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“WHITE DISPLAY BOARD 
NOTE: PANELS ARE SEPARATE FOR ADJUSTMENT 
The actual work can be handled by any local Question: I have seen the term “fluores 
monument works. The cost is not great. cent plastics” used. Are these really fluores 
eee cent under ultra-violet light? Salem, Mass 
Question: Please suggest a_ fluorescent Answer: In all probability the particula: 
lighting arrangement for the proposed back- plastic you have in mind is termed “fluores 


ground shown in the attached sketch. We cent” because its conduction of light gives 
want to use three different colors. Atlanta. the edges or incisions in the surface a bright 

Answer: The drawing above shows a good glow. However, some plastics are actually 
arrangement. The panels are easy to adjust fluorescent under ultra-violet, or “black,” 
for various requirements. light. 


Question: Do you have any figures re- Jerome Walter Suggests 
garding the amount of illumination used by NRDGA Display Group 


i 2 tt i ae A proposal that the National Retail Dry 











Goods Association establish a display group 


ODD J , ray FXCHAN GE has been made by Jerome E. Walter, display 
director, The Namm Store, Brooklyn, who 


says he is acting for a number of display 








managers in making the request. No official 











FOR SALE — WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECORATORS 
Made of heavy fleece-lined Jersey cloth, 55c pr., 
$3.25 half doz., $5.25 doz., postpaid. An elastic 
tape band is sewed in the top. U. S. Patent 
1,494,653. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 













COURSES in Window and Store Display, Back- statement has been made on the matter by 
ground Design; Merchandising Ideas; Exhibi he NR : : 
tion Displays; Show Card Writing; Advertising the N. R. D. G. A. 

Copy and Layout. Personal Training—Individ- The nature of the proposal is outlined in 


ual Advancement. No Correspondence Courses. : z : . 
a news release from Namm’s, given below: 
THE RAY SCHOOLS “Jerome E. Walter, acting in behalf of a 


ent a eae ee, lee. number of display managers in_ stores 


» 


throughout the country, has asked the N. R 








D. G. A. to include window and interior dis 








Want A Better Job? Learn Window and Interior 
Store Display, Showcard Writing, Background 
Design Retail Advertising Sales Promotion. 
Advertising Copy and Layout. Courses for begin 
ners and_ professionals Individual, practical 
training. Placement opportunities. Booklet DW 


DISPLAY INSTITUTE 


119 W. 57th St., New York Columbus 5-5519 























OUTSTANDING CHRISTMAS DISPLAY 
FOR SALE 







“To Grandpa's Homestead for Christmas Dinner, 
1888."" Ten moving figures complete with back 
ground and all mechanical fittings. Shows com 
plete kitchen and dining room. This display 






drew enormous crowds all during the holiday 


season. THE FAIR STORE, Binghamton, N. Y. 








WINDOW DRESSER play in their scope of activities and to take 
Six years’ experience in general window dress- steps to form a display group in the asso 
ing, seeks good position in ladies’ apparel line Cie . 
for chain, specialty or dept. stores where good cration. 
workmanship will be merited. Willing to start “Walter had previously sounded out the 


reas. for opportunity of advancement. Address . ; ; = 
HARRY MENDELSON displaymen on this subject and had found a 
1206 East 49th St. Brooklyn, N. Y. great deal of enthusiasm. 


“Display is perhaps the only phase of re 
tailing not identified with the N. R. D. G. A 
“*For some years I have wanted to do 
something to incorporate the display group 








HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 


reduced prices. New, up-to date, authoritative, in the N. R. D. G. A..’ said Walter. ‘I felt 
clear and comprehensive. Every detail of ; : ; tipapeh 

the work fully illustrated and explained by it would increase the prestige of display and 
former instructor at The “Chicago Display mnwide a © = : i 
: 9 , e . - ) ( < » y oO 

School. W rite tor intormation. WILL mn. = Ie . on meeting ground where 
BATES, Box 101, Ellsworth, Il. display managers and store and_ publicity 


heads could discuss the many problems that 








we all face. 








POSITION WANTED 


In a department store as Window Trimmer ot 








assistant Expert card writer. Versatile on 
backgrounds and_ display pieces. Complete 
knowledge of shop equipment Some window 
trimming experience. Young and ambitious. 









Excellent character references. Sidney J. An- 
derson, 13720 Superior Rd., East Cleveland, Ohio. 






“*To this end, and with the splendid co 


POSITION WANTED : : ; : : : 
operation of Irving Eldredge of Macy’s, and 


Creative displayman. Big store promotional 

training, with 18 years’ experience displaying Charles Hart, Jr., of Kresge’s, Newark, a 

men’s clothes, ready-to-wear, and draping. Many re 7 . wet E 2 . 

years display manager. Can design backgrounds, canvass of display managers in a numbet 

also artwork. Excellent references. of representative stores was made and we 
Address “G, C.” found them all enthusiastically receptive. 


Care DISPLAY WORLD ; . . 
; “"We have therefore asked the N. R. D 








G. A. to take steps as soon as possible to 








ADVERTISING—HOME STUDY—The Adver 
tising Minded Displayman is qualified to make 
the most money Many have graduated from 
this long-established school Common = school 
education sufficient. Send for free booklet out 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 2666 Chicago 






















form such a group.’ 

WANT ADS “Walter said that display membership in 
the N. R. D. G. A. need not and should not 
affect the status of the displaymen’s owt 
association—the International Association 0! 


Of all kinds, eligible for the Oppor- 
tunity Exchange. Only $2.00 per inch, 


cash with order. March forms close : 
March 10. Display Men. 


“In approaching the displaymen,’ sai 
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Walter, ‘we outlined a few of the problems 
that would make interesting bases of dis- 
cussion. One of these problems was keeping 
display intact as a separate specialized unit 
in the store organization, as there is a trend 
today to merge display with advertising. 
While the theory and aims may be the same 
there is a technique in display that has 
taken displaymen years to master.’ 

“‘How the display budget should be estab- 
lished,’ he continued, ‘is another important 
question for consideration.’ He maintained 
that the budget should be based on the 
stores’ individual requirements and not on 
an arbitrary percentage of volume. By this 
old method, he pointed out, a store with fifty 
windows can spend no more than a store of 
the same volume with only ten windows. 
While it is of course essential that all store 
expense be figured on the basis of volume, 
including the publicity budget, the break- 
down of that budget to advertising and dis- 
play should be determined by the relative 
potential value of each to that particular 
store. A store with fifty windows, for ex- 
ample, should produce the same amount of 
business with less newspaper advertising 
than the store of ten windows. 

“Another subject that might be profitably 
explored is how to utilize display more com- 
pletely and scientifically to further the gen- 
eral store plan. 
things besides direct sales. It can stabilize 
an over-promotional condition. It can intro- 
duce new departments and bolster up weak 


Display can offer many 


ones. 

““Expanding the functions of interior dis- 
play is an important development we can 
look for out of round-table discussions,’ con- 
tinued Walter. ‘Although great strides have 
been made during the past few years in this 
direction, we haven't scratched the surface. 

“*Another problem for us is to establish 
a recognizable boundary between the fune 
tions of display and maintenance. 

“*These are only a few of the important 
problems that need discussion and adjust- 
ment.” ”’ 


DISPLAY STUDIO PROBLEMS 
XVII. WORKING WITH PLASTICS 
[Continued from page 20] 

Cut edges can be smoothed by using a wood 
plane on the heavier gauges or an emery 
cloth on the lighter gauge sheets.  Sur- 
faces may be buffed to eliminate scratches, 
but care must be exercised not to overheat 

the material. 

Designs can easily be carved or etched on 
fluorescent plastics. Some experience in 
sculptoring or carving is an asset but is not 
essential. A ‘full size stencil pattern of the 
design should be made on paper and this 
either appliqued or placed under the trans- 
parent sheet of plastic on a solid table, to 
be used as a guide in etching the design. The 
most successful method of etching small or 
large designs in plastic is with a wood 
carver’s “V"-shaped gouge which is avail- 
able in various sizes, and which insures 
truer cuts. Electric hand = grinders for 
which there is a wide assortment of wheels 
can also be used for carving designs. The 
depth and width of the carved lines control 
the fluorescent quality or fiery glow of the 
design which is emitted by the activated 
light passing through the plastic. 


DISPLAY WORLD 


“Fluorescent” plastic can be bent or 
molded into practically any desired shape. 
It must first be heated in water. Best re- 
sults are obtained by placing the sheets or 
pieces to be bent in a container of hot water 
where they remain until they become pliable. 
One piece at a time should be removed and 
bent into desired shape and then placed in 
a container of cold water to cool and set. 
The heavier gauge sheets require more heat 
than the lighter gauge sheets. Sheets up to 
25 gauge will become pliable in water of 
about 120 degrees Fahrenheit. Those up to 
150 gauge require approximately 175 degrees 
Fahrenheit. When the heavier gauge sheets 
are going to be used and the particular job 
requires several pieces, it is advantageous 
to have a water container under which a 
heating unit can be placed. This makes it 
possible to hold an even temperature. It is 
necessary when employing a heating unit to 
place wooden strips across the bottom of 
the container to protect the plastic from 
excessive heat. Betore placing in the cold 
water bath for setting, it is advisable to use 
padded clamps to hold all points in their 
Padding the clamps _ pre- 
vents scratching or marring the plastic. 


proper position. 


A special acetate cement is used to join 
pieces of fluorescent plastic together. <A 
liberal coating of this cement is applied to 
one of the surfaces to be welded together, 
allowing a small margin tor the cement 
spreading. Then the other piece of plastic 
is placed in the proper position and both 
pieces tightly clamped together long enough 
for the cement to set. Here again it is 
advisable to pad the clamps so that the 
plastic will not be damaged. The heavier 
gauges should remain clamped together 
about fifteen minutes to insure complete 
adhesion. Pieces can be reheated and 
formed into new designs, thus making pos 
sible the use of the same piece over again 
and spreading costs over a series of promo- 
tions. 

Smart, colorful illustrations or sales mes- 
sages can be painted on plastic sheets with 
japan colors, but best results are obtained 
by the silk screen method, using good proc 
ess paints. Lacquer colors can be used for 
air-brushing illustrations. Layout or design 
can be placed underneath the transparent 
sheet and easily traced, always making sure 
the surface is clean before applying any 
paint. 

The bright colors and the ease of handling 
and working “fluorescent” plastics make this 
fascinating material of great value in pre- 
senting sales messages. Hundreds of new 
sign designs that are both colorful and ef- 
fective can be quickly made. Copy can be 
painted, sand-blasted, or carved on either 
curved or flat surfaces, and cut-out letters 
of fluorescent plastic have many advantages 
They are easy to see and read, easy to clean 
and use, and have a long life. 

The adaptation of plastics to the art of 
display is limited only by the imagination 
of those responsible for creating and pro- 
ducing America’s point-of-sale attractions. 
De luxe window settings, such as those we 
created and produced for Saks-Fifth Ave- 
nue ... small attractive counter units that 
assist in showing merchandise . . . complete 
department treatments ... effective colorful 
signs ... all can be made easily, quickly, 
and inexpensively with this new material. 
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ATTENTION JOBBERS! 


A sensational new display unit with illumination 
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Patent No. 1,808,459 


GOODMAN 22:07... COMPANY 
19 West 34th St., New York, N. Y. 
Distributors Wanted 


“NO SHOWROOM COMPLETE WITHOUT” 








WHY are Hundreds 
of Re-orders pour- 
ing in on 


“CORONET™ 


Mannequins? 
Outstanding 1940 Line 


A visit—or our cata 
log will tell you 
WHY 


The Display 
Equipment Corp. 


147 West 37th St. 
(501 7th Ave. Bldg.) 
New York, N. Y. 











You spend good 


ARDBOARD money for adver 


tising cutouts of 

EASELS counter merchan 

+ dise displays. It 

is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out 
live your display card. Write for samples today 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 











A. G. Seaman & Co. Ine. 


MFRS. OF MODERN DISPLAYS 
Forms, Fixtures and Mannequins 
CATALOGS ON REQUEST 
31 West 34th St., New York 














“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


39 W. 37th St. New York City 
Bet. 5th and 6th Ave. Phone Wi 7-8485 








TRANSPARENT MIRROR 


One-Year Written Guarantee 
On & Off, Dual, Third Dimension, Convex, Con- 
cave, Globes, Flat. Any size, shape, or density. 


Transparent Mirror Corp. of America 
105-7 LORIMER ST. BROOKLYN, N. Y. 




















Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out Zor you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


() Air Brushes 
() Airpainting Equipment 
() Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Booths, Floats and Exhibits 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Crepe Papers 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 
Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
() Fabrics and Trimmings 
Fixtures 
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() Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
ae mings (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastic and Composition Pieces 
L) Price Cards—Tickets 
() Price Ticket Holders 
{) Sale Banners 

() Socks—Window 

(0 Show Cards 

() Show Card Colors 

CL) Show Cases 

CL) Show Case Lighting 
CL) Signs—Card Holders 
() Signs—Brass—Bronze 
() Signs—Electric 

(0 Sleeve Forms 

CL) Stencil Outfits 

[) Stock Posters 

CL) Store Designing 

[) Store Fronts 

CL) Tackers 

() Time Switche; 

() Turntables 

CL) Valances 

CL) Wall Board 

CL) Window Drapes 

[) Window Lighting 


(1) Do you wish a copy of their catalogue? 
() Do you plan to remodel your store soon? 
C) Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
CINCINNATI, OHIO 


SOOOo0o0o0oOoooo0000 


Firm 

Display Manager 
Street 

City 








DISPLAY WORLD 


FEBRUARY, 1915 


\t the clection of the Display Managers 
Club, New York City, the following officers 
were appointed; president, William Tishman, 
James McCreery & Co.; 
Charles Wendel, Gimbel Brothers ; 
vice-president, Jerome A. Koerber, Straw- 
bridge & Clothier, Philadelphia; 
F. G. Schnell, The 
treasurer, Harry Bird, John Wanamaker’s. 

William F. Ried, Kaufmann-Baer Com- 
pany, Pittsburgh, resigned his position. 
McArdle, formerly with the 
Mahler Company, New York City, joined the 
display department of Orkin’s, of the same 
city. 

Harry W. Hoile, retiring president of the 
Display 


vice-president, 


second 


secretary, 


Greenhut Company; 


Laurence 


Birmingham Club, was presented 
with a silver loving cup by the new presi- 
dent, Sam Friedman, acting on behalf of 
the organization in appreciation of Hoile’s 
efforts during the preceding year. 

The California Display Managers and 
Window Trimmers Association, Los Angeles, 
elected the following staff of officers : 


dent, J. A. 


presi- 
Jones, ioe Coulter Dry Goods 
Company; vice-president, Paul Lupo, the 
New York store; secretary, H. Buchanan, 
the Mercantile Company, Long Beach; treas- 
urer, J. M. Walters, the J. W. 


Company. 


Robinson 


FEBRUARY, 1930 

Miss Bernice M. Snider, Green & Bentley, 
Oskaloosa, Iowa, won the coveted first prize 
in the national contest sponsored by the Pro- 
Phy-Lac-Tic Brush Company—a trip to Eu- 
rope on the Graf Zeppelin. 

The Hotel Sherman, Chicago, was chosen 
as the site of the 1930 convention of the 
International Association of Display Men. 
The selection of the Windy City was a re- 
consideration, as New York City had been 
named previously as the official location. 

Ray Hering succeeded J. Allyn Dean as 
display manager for The Crescent, Spokane. 
Dean joined the H. C. Capwell Company, 
Oakland. 

Glen Waugh resigned as display manager 
for The Whitehouse Company, Spokane, to 
accept a similar position with the new store 
ot Sears Roebuck & Co.; V. E. Linden filled 
the vacancy at The Whitehouse Company. 

Carl V. Haecker, Ward & 
Co., was elected president of the Chicago 
Display Men’s Club. A. J. Stromberg, Wie- 
boldt’s, was named vice-president; R. C. 
Hawley, Roebuck & Co., secretary, 
and Karl Schlect, Bedell’s, treasurer. H. C. 
Oehler, Wieboldt’s; L. J. Dwiggins, H. P. 
W. Stores, and George French, Montgomery 


Montgomery 


Sears 


Ward & Co., were appointed directors. 
Raymond Talon, for eight years with 
James McCreery & Co., New York City, and 
also with The Namm Store, Brooklyn, be- 
came display manager for the Quackenbush 
store, Paterson, N. ip 
Cowgill, formerly 
joined the 


Blach’s, 
display 


with 
Chicago 


Eugene 
Birmingham, 


FEBRUARY, 1940 


staff of Sears Roebuck & Co., under the di- 
rection of Leslie Janes. 

Frank Splan, who had been first assist- 
ant at the Gilchrist Company, Boston, be- 
came display manager upon the resignation 
of Lou Geodstein. 

Henry Sherrod, display 


manager, Fred 


erick Loeser & Co., Brooklyn, resigned. 
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Women's figures 
are flexible at the 
waist only—so that 
| none of the charm 
: of their perfect 
| modeling is lost 
even in the most Men's figures are flexible at 
| revealing gowns. neck, shoulder, elbow, and 
| . ae . — 
Die batead tence ti wrist — waist, hip, knee and 
0 
5 . ankle, and boast of a wide 
: hair styling are fol- 
5 ee | \ 
" wad in enetttel variety of truly masculine 
| . 
: wigs of horsehair or heads from which you may 
, real hair. choose. 
6 
3 
0 
9 
: Action, rhythm, and grace are one in W. M. Zeppen-Field’s new Flexible 
Y 
a Men's and Women's Mannequins. Smart new finishes in composition or 
17 
; 
‘i paper, combined with the ease with which they may be dressed and 
52 
2 
er posed, make them your ultimate choice. 
47 
| 
44 
49 
5 | 
l 
"| PW. M. ZEPPEN-FIELD SFIUbrGs 
46 ; ‘ 
49 
49 1057 NORTH LA BREA AVENUE, HOLLYWOOD, CALIFORNIA 
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BLUFILM , METAILICS 
USHES aut vee ie KNIVES 
CARDBOARD 
DISPLAYS eee PAINTS — ALL TYP i 
FLOCK 


SQUEEGEES — 


THE RIGH 
MOVE BECAUSE... 


HUNDREDS OF $-W BRANCHES AND DISTRIBUTORS CARRY 
YOUR FAVORITE NATIONALLY FAMOUS DISPLAY ITEMS 


Ever been stymied on a job because you couldn't get what play materials. You will find too, trained technicians eager 


you needed when you needed it? Ever lost time chasing to help you solve your paint, processing and air-brush 
all over town for the right materials; or been stuck with a Di snene This plus” service is Sherwin-Williams’ contri: 
problem? Then you should get acquainted with Senwin 5 2 Winwams bution toward helping you “get the jump” on the 
your nearest Sherwin-Williams Graphic Arts pap = Gib ) profit dollars. Write us for particulars. No obliga- 
and Display Headquarters. Here under one roof 


isn, MESS tion. The Sherwin-Williams Co., Cleveland, Ohio 


you will find your favorite nationally famous dis- and all principal cities. 


SHERWIN- Sciceanstieendinememninadeasiia 





